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Making Men Buy More Pairs 


Ways and Means Outlined Before Meeting of National Boot and 
Shoe Manufacturers’ Association 


[At the 1926 meeting of the Na- 
tional Boot and Shoe Manufacturers’ 
Association it was generally con- 
ceded that the men’s shoe business 
was slipping. A committee was ap- 
pointed to devise ways and means of 
bringing it back. This committee 
met and appointed a sub-committee 
consisting of Hovey E. Slayton of 
the F. M. Hoyt Shoe Co., Paul C. 
Jones of the Commonwealth Shoe & 
Leather Co. and Elmer J. Bliss of 
the Regal Shoe Co. Working with 
them during the course of the year 
has been Eugene M. Weeks of Bos- 
ton, an authority on shoe merchan- 
dising. The following article is the 
report, in part, of the committee be- 
fore the 1927 meeting of the asso- 
ciation. A cooperative campaign of 
advertising is recommended and the 
campaign is outlined in detail_—Ep. 
NOTE. ] 


ATIONAL cooperative adver- 
N tising is no longer a mys- 

tery. There have been 
enough successes made in the last 
ten years to be used as a safe and 
sure guide to planning and conduct- 
ing other campaigns. These men 
told us the methods used by the 
campaigns that had been successful, 
as well. as the reasons why some 
campaigns that were started were 
not. They saw no reason why our 
industry did not present as great an 
opportunity for successful advertis- 


By HOVEY E. SLAYTON 


One reason why women have 
so many shoes in the closet 
today, says Mr. Slayton, is that 
they buy one for this dress 
and that dress, but when next 
spring comes they go to look 
up the tan shoes or the blond 
shoes or whatever the shade 
of the new dress may be and 
they don’t look so good as the 
new dress. But men are wear- 
ing the same shoes day after 
day, no changing.. We think 
this plan of ours will bring a 
change. 


ing as many that they could cite that 
had been successful. 


” * * 


Capitalizing the men’s shoe propa- 
ganda in the retail outlets of the 
country, as the more important di- 
vision of the entire project, will 
require fully as much of the atten- 
tion and energy of the association’s 
managers as any other part of the 
work, if not actually more. 


T is the branch of the project into 

which the greatest amount of de- 
tail enters. Determination of the 
exact nature of that detail should, as 
already suggested, be made a respon- 
sibility of those who personally 
conduct the campaign. Only tenta- 
tive suggestions can or should be 
given here. The work naturally 
falls into two broad divisions: 

(1) Creating and maintaining the 
interest of dealers themselves in the 
campaign, and then working directly 
on them and their employees to im- 
prove store merchandising service; 
and 

(2) Supplying dealers with spe- 
cial local advertising material with 
which to increase their men’s sales. 

The first, or promotional, division 
could profitably include such stimu- 
lants as: 

(1) Semi-annual prize contest for 
dealers, based on their general ex- 
cellence in advertising the men’s 











project locally and suggestions for 
improving the whole project. Prizes 
totaling $2,500 to be divided into, 
say, twenty-five individual awards, 
grading from $500 to $250 down- 
ward. 


LSO, and at the same time, a 

prize contest for store salesmen, 
with similar awards, in which prizes 
are given on the general basis of the 
best letters from them covering 
such subjects as their own improve- 
ment in methods of promoting men’s 
sales, their experiences in so doing, 
and their practicable suggestions for 
constantly improving the campaign 
locally and nationally. (Each of 
such letters to be personally indorsed 
by the dealer or other executive in 
the store or department.) 

(2) Issuance to each retail dealer 
of: 
(a) Booklet in the form of pros- 
pectus, describing the whole idea; 
including a clear explanation of the 
purpose; the important part of the 
dealers in the campaign; exhibits of 
the general advertising, descriptions 
and illustration of the dealer-helps; 
strong reference to the store sales- 
man’s responsibility and opportu- 
nity, and full information how to co- 
operate with the campaign. 

(b) Manual for store salesmen, 
containing specific suggestions of 
methods for selling men customers. 
This to include best methods for 
making double sales, sales of shoes 
for occasions, sales of findings, etc. 

(c) Manual for store salesmen on 
the general principles of correct fit- 
ting, courtesy to customers, ap- 
proach on customers, and extreme 
value of being thoroughly familiar 
with the campaign and the local ad- 
vertising. 

(d) Manual for store salesmen, 
containing popular explanation of 
the various processes in shoe build- 
ing and leather tanning. 

(e) Leaflet or folder emphasizing 
absolute necessity of every person 
connected with the store wearing 
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appropriate and neat shoes not only 
in daytime but in evening—Sundays 
and holidays included. (This to be 
brief but very pointed.) 

(f) Weekly “ginger” letter to pro- 
prietors and department heads, to 
keep them fully posted on progress of 
the campaign—with constant sug- 
gestions how they can profitably use 
the advertising helps. 

(g) Quarterly magazine or bulle- 
tin, in colors, featuring the national 
work; success of dealer cooperation, 
commendatory letters from dealers; 
encouraging letters from manufac- 
turers and public, and other inter- 
esting matter that will enthuse 
dealers. 

(h) Advance proofs of all maga- 
zine and metropolitan newspaper 
ads. (Always to reach stores in ad- 
vance of actual insertion.) 

(i) Reprints of editorial items 
appearing in the trade journals. 

(k) Reprints of individual manu- 
facturer’s or dealer’s own advertise- 
ments that exploit the men’s cam- 
paign conspicuously. 

(3) Furnishing specific sugges- 
tions to local and district associa- 
tions of retail dealers for emphasiz- 
ing the campaign in their regular 
meetings. 

(4) Supplying trade journals with 
material for interesting editorial 
and news items about the project. 

(5) Arranging displays of the 
campaign at conventions of retail 
dealers. (Also at manufacturers’ 
gatherings, if the membership and 
subscription makes it advisable.) 


E dealer local-advertising part 

of the program could profitably 

run somewhat along the following 
lines: 

(1) A series of consumer book- 
lets, each to be devoted to each of the 
principal groups of men’s shoes: 
Business, Summerweight, Winter- 
weight, Dress, Sports, Heavy Duty, 
etc. (Dealers to pay entire or part 
cost.) 

(2) Special window signs strong- 


HE quality of your shoes today, the weight, the make-up, 
the general character of them, the attractive leathers in 
them, all of those are just as marketable points as any com- 
modity that there is in this country. When-anyone tries to 
say that fruit and edibles are more susceptible of being 
brought favorably to the attention of the American public 
than such utilities as shoes or soap, you have a glaring incon- 
sistency—From address by Eugene M. Weeks. 















ly featuring. shoes for the various 
occasions; in some cases containing 
illustrations taken from the general 
advertisements. (Dealers to pay en- 
tire or partial cost.) 

(3) Layouts of complete news- 
paper ads for local insertion, in 
proof form. (No charge to dealers.) 

(4) Electrotypes or mats of com- 
plete ads for local newspapers. 
(Dealers to pay full or half cost.) 

(5) Electrotypes of slogan, for 
newspapers and stationery. (No 
charge to dealers.) 

(6) Text for circular letters from 
dealer to consumer. (No charge to 
dealers.) 

(7) Folders and leaflets, to be in- 


closed in dealer’s letters and bills to’ 


customers. (Dealer pays half, or in 
some cases nothing.) 

(8) Special cut-out displays, with 
easel-back, for window use in smaller 
towns. (Dealer pays full or half 
cost.) 

(9) Small “motto” signs, contain- 
ing strong single statements about 
men’s shoes. (Dealer pays half, or 
in some cases nothing.) 

(10) Gum stickers, featuring slo- 
gan, for dealer’s letterheads and en- 
velopes. (No charge to dealer.) 

(11) Color sketch instruction for 
outdoor painted billboard. (No 
charge to dealer.) 

(12) Movie film (five-minute 
comedy). (Dealer pays nominal 
rental fee, plus shipping cost.) 

(18) Radio talk (suggested text 
for five-minute broadcast). (No 
charge to dealer.) 

(14) Calendars, with dealer im- 
print. (Dealer pays actual cost.) 

(15) Lantern slides. (Dealer 
pays actual cost.) 

The foregoing suggestions of 
dealer helps is based on a study of 
the methods of stimulating local 
dealer participation that have proved 
successful in other cooperative cam- 
paigns, plus a careful consideration 
of the special needs of local shoe 
dealers in both large and small com- 
munities. 


January 29, 1927 
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Advertising men’s shoes is not a 
new thing. We haven’t got to con- 
vince retailers that advertising pays. 
They are now perhaps spending—I 
have heard it estimated—at least 
five times as much as the manufac- 
turers are spending, but supposing 
you say that they spend three times 
as much. We propose to spend a 
half million dollars, and they are 
easily spending a million and a half, 
and they will tie that into yours. 
You haven’t got to go out and con: 
vince the retailer that advertising 
pays. . He is already advertising. He 
is just waiting for that opportunity 
to tie into ours, whatever advertis- 
ing we may do. He is anxious to do 
that. The sick child in his own plan 
of things is men’s shoes, and he sees 
there is a chance for that child to 
come back to life and be saved. He 
is going to put a life of. effort into 
it. 

The committee has had many ex- 
periences given them of how the in- 
dividual dealers have increased their 
high shoe sales thirty to fifty per 
cent, by increasing their tan shoes 
when the demand seemed to be run- 
ning to blacks, by proper merchan- 
dising of summer-weight shoes 


What 


There is no doubt in my mind but 
that the biggest and best means of 
putting the manufacturing of men’s 
shoes far ahead in volume of your 
wildest dreams, would be through an 
advertising campaign of the sort 
you contemplate. 

In my opinion, the man of today 
pays a great deal of attention to all 
of his wearing apparel except his 
shoes. He has many suits, many 
ties and many shirts, but few shoes. 
The style element, if given the 
proper publicity, after plenty of 
dogged-up and dolled-up men’s shoes 
are brought forth, should cause men 
to look to their shoes with the idea 
in mind of “Are they proper and 
are they stylish, as well as good- 
looking ?” 

Another angle which, in my mind, 
will cause men to change more often 
is that which deals directly with foot 
cleanliness and health, and it is my 
firm conviction that if men are made 
to realize that more foot ills and 
more bodily pains come from the con- 
tinual wearing of one’s shoes day in 
and day out, through perspiration- 
soaked linings and unclean insides, 
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during the early summer that 
brought early fall buying of heavy- 
weight shoes. 

They have also had the experience 
of what the sale of summer-weight 
shoes has done. Summer-weight 
shoes were only successful in spots. 
Many manufacturers stocked them, 
and they did not clean up. I have 
had that report for more than I had 
those that did. Why?—the retailer, 
immediately we asked him to buy our 
summer-weight shoes, thought it 
was a plan by which the manufac- 
turer was going to get more shoes 
on his shelf, and he didn’t want 
more shoes. He didn’t look any 
further and find out what actually 
happened. 

In a group of stores where sum- 
mer-weight shoes were put in stock, 
some in that group were very much 
more successful in selling those shoes 
than the others. There was one par- 
ticular store where perhaps they 
didn’t sell more shoes, but they did 
sell more summer-weight shoes. 
However, it took four or five months 
before he found out their benefit. 

He kept a record of each sale and 
his customer’s name. The first 
thing he knew when he began to re- 
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cord his sales for August and Sep- 
tember, that a very large proportion 
of those early sales were by the men 
that had previously bought the 
summer-weight shoes, and those 
stores in that same group had a 
bigger increase in their business in 
August and September than the store 
that didn’t sell summer-weight 
shoes. He said it was the first time 
he had seen a benefit in the advan- 
tage of selling summer-weight shoes. 

If we tell other dealers, they are 
going to see the point. It means 
that a two-type shoe can be brought 
back into the market. 

The committee has heard of retail 
stores that were selling 60 per cent 
blacks and 40 per cent tans, revers- 
ing this to 75 per cent tans, by shoe- 
ing their own sales force in tan 
shoes. If these things can be done 
in individual stores, or a group of 
stores, they certainly can be done for 
the whole industry, if gone at in the 
same way. The industries that have 
had national advertising campaigns 
have found that great improvements 
had been made in their merchandis- 
ing policies when the distribution 
problem was thoroughly analyzed. 


to Emphasize to Men 


By Jesse Adler 


then I think all you shoe manufac- 
turers can put into the hands of the 
retailers the strongest kind of ad- 
vertising propaganda. Men should 
be taught that fatigue and tiredness 
as well as sore feet and most foot 
troubles can be directly traced to 
lack of attention to their footwear. 

Besides your selling the retailer 
many more shoes, and besides his 
selling many more shoes, you will be 
doing for American mankind the 
most wonderful sort of a service. 

If you shoe manufacturers of this 
country spend $500,000 a year or 
thereabout on an advertising cam- 
paign, then the retailers of this 
country will not be forced, but will 
willingly spend four or five times 
this amount in the advertising of 
their own individual shoes, in which 
they will incorporate, and must in- 
corporate the same sane ideas which 
are to be brought forward by your 
campaign, provided this campaign is 
sane and sound, which I have every 
reason to believe it will be. 

This campaign can and will, also, 
put across seasonable footwear. It 
can give prominence to seasons for 


high and low shoes; light-weight 
and heavy-weight shoes; dark, me- 
dium and light shades of tan, as well 
as proper shoes for the occasion. It 
can help put over, after they are 
brought forth, new shapes and com- 
binations, and, all in all, it can and 
will put across men’s shoes for the 
shoe manufacturer as well as the 
shoe retailer. 

Some of you shoe manufacturers 
may feel that the men in your grades 
do not need this sort of publicity, 
or that men will not change their 
ways of buying shoes; but, gentle- 
men, I feel that the power of adver- 
tising will reach the man in the small 
town as well as the man in the big 
city. It will reach the man that digs 
in the mine, as well as he who heads 
the financial institutions of this 
great country; each and every one of 
these men can and will be made more 
“shoe conscious,” thereby buying 
more pairs of shoes per year from 
the retailer, who in turn will buy 
more from you manufacturers, who 
in turn will buy more lasts, more 
material and machinery, thereby 
benefiting the entire shoe industry. 
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Style Show Year 


HIS is the outstanding year of conventions, 

style shows and expositions. If a merchant 
were so inclined, he could spend the first six 
months of 1927 shuttling to and fro to conventions 
and style shows. Pity the new president of the 
National spending a week at Chicago, nearly a 
week in New York, the beginning of a week in 
Washington and ten days to and from Dallas, Tex. 
In his official capacity his presence is an inspira- 
tion to merchants everywhere. 

But participation in so many conventions is an 
arduous task. There must be some fundamental 
value in all these meetings and style shows that 
does not appear on the surface. Many a man may 
be searching for that little idea which may change 
the entire progress of his business. There must 
be some underlying value to them all. The new 
merchant who has never participated may be get- 
ting more than his money’s worth. 

They must be worth something in educational 
value. After having attended hundreds of them 
the impulse is to say that they are not worth the 
full price. But that’s an observation of just pass- 
ing interest, because they would not be in existence, 
would not thrive, flourish and increase if they were 
not of value. 

There may be a need of some different instru- 
ment for progress in the industry, but the democ- 
racy of trade evidently feels that conventions and 
style shows are profitable and pleasurable this 
year for we are having more of them than ever 
before. The thing to do in your community is to 
participate in any and all gatherings of the craft, 
taking it for granted that it can do you some good, 
and it won’t do you much harm. 
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“Service With a Smile” 


ERVICE! Something we hear a lot about and 
of which we see so little. “Service with a 
smile” is becoming one of the most popular say- 
ings in the business language. What is service? 
Really, what is it? Is it the act of selling some- 
thing without becoming grouchy? Is it exchang- 
ing merchandise for dollars and throwing in for 
good measure a grin or smirk? 

The best exemplification of service is demon- 
strated at the gasoline filling station. You drive 
up and ask the white-coated young man for five 
gallons of gas. Not only do you get five gallons, 
you get fresh air, water in your radiator, road di- 

‘rections, smiles and courtesy of the very finest 
quality. Also that brisk and smiling young man 
wipes off your windshield, your radiator cap, your 
gasoline gage, dusts your foot rug and politely but 
firmly declines a tip. That is service. It means 
giving just a little more than the five gallons of 
gas. It means doing for a tourist or casual driver 
something that he does not ask for nor expect. It 
surprises and delights. 

Recently a shoe merchant remarked: “I wish 
there were more things we could do around this 
store to show people that we want to please them— 
to give them the kind of service they do not expect 
or ask for.” That self-same merchant is far along 
the road toward service. He wants to do more. 
And that “wanting” will convince people that he is 
sincere and cheerfully willing to render the kind 
of service others only talk about. 


* * * 


What did you take home from the conventions? 
Valuable knowledge, note book packed full of items 
that will be worth referring to in future, a fund 
of information to draw on for months? Or a head- 
ache? 


Constant Customers Best 


HERE are stores the country over that today 
are enjoying a good run of business because 
of the fact that good values prompted the customer 
to return to that store. The shopping days in foot- 
wear are gradually passing. Stores are beginning 
to learn the value of a customer by the year in- 
stead of by the pair. There is all of the difference 
in the world between the two. In one case, you 
get all of the customer’s shoe business. In the 
other you sell him or her once and never again. 
The biggest thing in the shoe trade today is just 
this—faithful alliance of customer and store that 
is built up on one proposition—good values. 

The parallel holds true also between the store 
and the manufacturer. Good values mean repeat 
orders. You can go still farther, to the relation- 
ship between the manufacturer and the tanner and 
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supply houses. Good materials gather repeat 
orders. 

There is nothing to be gained by asking the 
manufacturer to make shoes at a loss. The real 
strength of the service you are rendering the cus- 
tomer is built on a fair profit all along the line. 
It is the only thing that makes good footwear re- 
peat itself. If the retail buyer forces the manu- 
facturer to sell at a loss, the manufacturer in turn 
forces the tanner to sell at a loss. There is a false 
standard of values in the end. 

When the merchant returns for more of the 
same shoes, he will find himself up against a dif- 
ferent price basis, and he won’t be able to satisfy 
the customer with the same shoe at about the same 
price. The question of good values is such an im- 
portant one that it swings right around the circle 
from tanner to manufacturer to merchant to cus- 
tomer. The swing of the circle never stops as the 
customer is always in need of shoes. If sold on 
the right principle of good values, the customer re- 
peats and repeats. It may not be the same style of 
shoe, but the standard 
of the shoe holds good. 


Caught By 
Left-Overs 


LOT of the flubdub 

in this style game 
is going to be elimi- 
nated or else the style 
end of the business will 
suffer. Why is it that 
practically every shoe 
buyer in shoe depart- 
ments the country over 
who has been a plunger 
on styles in the past, 
has had to change his 
place? It is due to the 
fact that the rule of the 
game in the depart- 
ment store field is to 
beat last year’s records, 
day by day. To sweeten 
up the line and to tickle 
the public taste, new 
shoes are dumped in 
without regard to these 
three principles—a 
good last, a good pat- 
tern and a good variety 
in sizes. The buyer is 
caught by his left- 
overs. He fears to tell 
the head of the house 
the truth. He tries 


following reasons: 


published. 


* * 


cision. 
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The ‘Reason Why 


PARIS SHOE STORE | 
Albuquerque, N. M. 


We wish to state sincerely that we look forward 
every week for the Boot and Shoe Recorder for the 


1. It gives the style trends of various sections of 
the country, which is a great help to our buyer. 


2. The articles are of great value to any shoe 
store as they are highly educational. 


3. The Recorder is the best balanced shoe weekly 


Sincerely, yours, 


(signed) P. Matteucci, Jr. 


It is a long jump from Broadway to Albuquer- 
que, New Mexico, yet the Recorder makes that 
jump every week in the year with clock-like pre- 


Mr. Matteucci, Jr. is only one of thousands of 
good shoe merchants who profit from the 
Recorder editorial and advertising pages. 


The live markets are brought right to the store 
in most practical and useful form. 
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slowly to dispose of the small and odd sizes, not by 
bargain sale methods, but by “P. M.’s” and a 
gradual sweating out of old stock. He wants to 
make good in turnover, but he first wants to beat 
last year’s records. 


Gambling In Shoes 


EVERAL thousand dealers in shoes are going 
to be squeezed out of the business world if they 
continue to be weak-kneed, timid and panicky on 
this question of getting a fair and square profit 
for a real service rendered. 
Every city in the country has some merchant 
who buys shoes as recklessly as a drunken sailor 
spends his money. In his wild scramble to be the 
style leader he plunges on freaks—far beyond the 
limit of his outlet, and the result has been, and is 
today, an accumulation of footwear that would not 
bring 25 cents on the dollar. For other merchants 
to follow him is to allow good money to be swept 
into the losses of lunacy. The gambler in style 
is a dangerous menace 

“2 to the shoe trade for 
the simple reason that 
he will find many imi- 
tators. 


Speed Up 
Turnover 


“PHE fast stock- 
keeper is the man 
who sells his stock so 
fast that he has very 
little left to keep.” 
By this is meant 
quick turning stock. It 
is up to the buyer or 
manager more than the 
stockkeeper to get the 
proper turnover. Per- 
haps one good rule by 
which to insure proper 
turnover is not to buy 
conflicting styles or too 
many of the extreme 
styles. 

Sharp-shooting for 
styles is one of the 
easiest ways of getting 
an accumulation of con- 
flicting styles. It takes 
a lot of thought to keep 
one’s styles in non-con- 
flicting families when 
purchasing from many 
different sources. 
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Big Association 


New Regional Body Holds First Meeting at Washington, D. C. 


Te first shoe convention ever 
held in the nation’s capital 
was one of great importance. 
It went into session on Monday, Jan. 
25, at the Hotel Willard, Washing- 
ton, as the Pennsylvania Shoe Re- 
tailers’ Association, and before noon 
that day had converted itself into 
the Middle Atlantic Shoe Retailers’ 
Association, not only by the adop- 
tion of a new name but by the ac- 
ceptance of a new constitution and 
set of by-laws which a special com- 
mittee under the direction of Lee 
Reineberg of York, Pa., had been 
drafting for several months. The 
formation of a real regional asso- 
ciation to take in shoe merchants in 
Pennsylvania, New Jersey, Dela- 
ware, Maryland, Virginia and the 
District of Columbia has been an ob- 
jective point of the organization for 
several years. It was finally accom- 
plished at this convention. 

Set speeches at the convention 
were few in number, most of the 
time being devoted to open forum 
discussions. Of these, two were 
held, one on Monday afternoon, 
under the direction of Jesse Adler 
of New York, on store problems; 
and one on Wednesday morning on 
style, with John J. Holden of New 
York, chairman of the N. S. R. A. 
Style Committee, guiding the dis- 
cussion on women’s styles and 
George Geuting of Philadelphia act- 
ing in like manner on men’s styles. 


IHHESE open forum discussions 

produced a wealth of new ideas 
and suggested methods which the re- 
tail shoe merchant could put to good 
advantage. A few of the many ideas 
presented follow: 

George Ludebuehl, Pittsburgh— 
“Use a cold-water paint to keep the 
fronts of your boxes on the shelves 
clean and of a uniform color.” 

Jesse Adler—“Never talk quality 
and price at the same time in your 
advertising.” 

R. E. Weschler, Erie, Pa.—“We 
spend 5 per cent of our previous 
year’s sales in advertising, 65 per 
cent of which goes into direct mail 
advertising and 85 per cent into 
newspapers. We follow up any di- 
rect mail advertising with a strong 
punch in the newspapers.” 





Officers of the New 
Association 


President, George M. Garman, 
Philadelphia; First Vice-President, 
Albert J. Schmidt, Pittsburgh; Sec- 
ond Vice-President, A. R. Mande- 
ville, Trenton, N. J.; Third Vice- 
President, Warner Peirce, Rich- 
mond, Va.; Treasurer, Lee Reine- 
berg, York, Pa.; and Secretary and 
Managing Director, C. J. Mensch. 

Directors from Pennsylvania— 
George M. Garman, Philadelphia; 
B. W. Schaub, Lancaster; A. J. 
Schmidt, Pittsburgh; Albert For- 
ster, Philadelphia; Lee Reineberg, 
York; Roy Walters, Wilkes-Barre; 
G. W. Ludebuehl, Pittsburgh; A. 
N. Foster, Uniontown; M. H. Neu- 
wahl, Altoona. 

Directors from New Jersey—A. 
R. Mandeville, Trenton; Myer 
Marx, Atlantic City. 

Directors from Virginia—Warner 
Peirce, Richmond; C. B. Wilson, 
Roanoke. 

Directors from Maryland—c. 
Fred Bickle, Hagerstown; Morton 
M. Peskin, Cumberland. 

Director from Delaware—Milton 
H. Bendheim, Wilmington. 

Director from District of Colum- 
bia—Henry A. Hirsch, Washington. 








A. N. Foster, Uniontown, Pa.— 
“The merchants in our town have 
organized a club, with members 
pledged not to advertise in programs 
and the like without the approval of 
the local Merchants’ Association.” 

Jesse Adler—“Don’t spare any ex- 
pense on the illustrations in your 
advertising. The fellow who sells 
cheap shoes gets as good looking 
illustrations as you do to advertise 
your high priced shoes. If you can’t 
get good looking cuts made in your 
own town, send to a larger town for 
them.” 

R. E. Weschler, Erie, Pa.—‘‘It is 
economy to have your window cards 
well printed or painted and then 
throw them away. Your customers 
remember old window cards.” 


Jesse Adler—“TI believe every shoe 
in your window should carry a price 


tag, regardless of whether you do 
a high or low grade business.” 

George Geuting, Philadelphia— 
“I think we all try to get too many 
shoes in our windows. We should 
try to tell one or two stories well, but 
not ten or twenty at once. The pub- 
lic takes it for granted that we have 
styles other than those shown in our 
windows.” 

Jesse Adler—“Tie up your win- 
dows with your advertising. Show 
in your windows the shoes you ad- 
vertise.” 

Nathan Schenthal, Baltimore— 
“Talks with your salespeople are big 
assets. Give them all the knowledge 
about shoes that you possess. Take 
them into your confidence. Show 
them every bit of new merchandise 
that comes into the store and ex- 
plain its features. Teach them to 
know and distinguish leathers and 
the purposes for which each shoe is 
to be worn. Arouse their personal 
interest and you will profit.” 

There was some extended discus- 
sion on two topics, “How to sell the 
last six pairs,” and “Store expense.” 


N the first named, Mr. Weschler 

explained in detail the plan in 
use in his store. Briefly, it consists 
of “pepping up” the salesforce each 
Monday morning to sell the old mer- 
chandise first, rather than to con- 
centrate on new stock. Shoes are 
listed every Monday. When a 36- 
pair lot has worked down to 18 pairs 
a 25.cent P.M. is put on them for 
a week. That usually sells about 
half of them. The next week the 
P.M. on the remaining 9 pairs goes 
to 50 cents and the next week to $1 
a pair. Any that are left after that 
are grouped together and sent to the 
basement department, where they 
are sold for $6 a pair, the basement 
price for regular stock, regardless of 
original cost. Once a year old stock 
in the basement is cleaned out at 
$4.95 a pair with another pair for 
five cents. 

This brought up the question of 
P.M.’s and it was brought out by 
several speakers that the salesforce, 
where a P.M. is in use, has to be 
cautioned against misfitting. Sev- 
eral merchants have methods of 
“jackpotting” their odd lots and con- 


[CONTINUED ON PAGE 41] 
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National or /ectional 


uray ot emphayizing merchant 


relection of Farbion in Footuean 


TYLE is fickle, sometimes foolish, but 
4 fascinating. Nationally we are in for a colorful 
year, but each section of the country wants its color 
different, together with a change of last, height of heel, 
and type of pattern. Sensing this sectional interpreta- 
tion of style, leading merchants presented at the National 
Shoe Retailers Convention types of shoes, which to their 
minds, would be saleable in their communities for spring 
and early summer. 

Many of the shoes shown were actually national sellers 
for the merchant from Florida found some of the Cali- 
fornian styles favorable to his store, as did the merchant 
Portland, Me., find favor in the fashions pre- 
sented from Portland, Ore. 

This show was a revelation in the presentation of 


always 


from 
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practical and salable styles. It was an innovation in the 
Especially was this show beneficial to 
“It is com- 


the leaders 


right direction. 
the little merchant, for 
mendable that the big retail shoe merchants, 
in the business, are willing to tell the smaller shoemen in 
their respective territories what they believe is 
backing up the style which they 
show with their best thought, their cash, and their busi- 
ness reputation. 

This new style show, sponsored by members of the 
N. S. R. A. was presented in a new setting by Edward 
3eck of Chicago, and our photographer caught an 
impressionistic picture of the seven elevated platforms 
surrounded by shoe men—the you look into the 
picture, the more you see. 


as one of them said: 


actually 


going to be good, by 
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Miss Memphis 

listens to Ru 
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: MERCHANTS INTERPRET STYLES FOR SPRING 
Reuben Stiefel Speaks for Stylists 





of a beautiful woman—except as _ they 
relate to shoes. And then—well—when you 
have been in business for some years in the 
same community, you have to know. In Chi- 
cago, where they had the assigning of the 
Selection for semi-dress different models to merchant-sponsors, each 
wear man tried to tell the style story of his com- 

munity. Each man’s judgment was upon good 

sellers, and each backed his styles with his 

ih money. I have a full run of sizes on each 


I T is a wise man who can interpret the moods 
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Selection by George Bus- 
sey for sports wear 


miphi:s 
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Miss Macon, of Georgia, 
displaying the real style 
numbers selected by George 
Bussey, president ~ South- 
eastern Shoe Retailers’ As- 

sociation 








number—from AAA up to C, so that anybody 
patronizing my four shoe departments in a 
city with a population of from 350,000 to 
400,000, can be fitted. 

But the principal point in the sponsoring of 
this style is to emphasize that these combina- 
tions of colored leathers will be leaders. The 
materials and the colors which we have bought 
for spring, and which will come in between 
Feb. 15, and the first of March, will feature 
the blond and rose blush kid combination. 
This color and material combination may be in 
straps, or ties, or some other pattern. The 
design of the shoe did not enter into my con- 
sideration. There were other shoes shown by 
other merchant members of the Memphis Shoe 
Retailers’ Association—I emphasized my belief 
by showing a color combination in a distinctive, 
and distinctively different, novelty. As to 
heels, in the high-grades of my business, | 
believe that 75 per cent of the heels will range 
from 16/8 to 18/8—in high-grade dress shoes, 
with widths not over C’s. While the light 
color combinations which I have mentioned 
will be excellent for spring, we should not 
forget the solid colors in blond, kid, and rose 
blush. As to patterns, I believe that narrow 
one straps will lead, with pumps and ties a 
close second. 


E— 4 







Selection by George Bus- 
sey for semi-dress wear 





Selection by George Bus- 


SCY, of Macon, Ga., 
evening wear 







for 





Selection by George Bus- 
sey for afternoon wear 






HIGH STYLE SIMPLE—CHICKEN 
STYLES WILD 


















By M. M. McCain, St. Louis 





Selection by M. M. Mc- 


Selection by M. M. Mc- 
Cain for daytime wear 


Cain for sports wear 





Selection by M. M. Mc- 
Cain for street wear 


HE style shown by Miss St. Louis on the runway in Chicago represents, 

in our estimation, a cross section of the style trend for spring, 1927, The 
step-in type such as shown in the photograph with the large tailored leather bow 
of contrasting material, with heel covered in the same material, gives a very 
smart effect. 

In the colored kid family stone and pastel parchment will lead, with shell gray 
next and rose blush fourth. This we believe will represent about 40 per cent of 
the volume of women’s spring shoes; 30 per cent leather, and the remaining 30 
per cent divided between black satin, black kid, tan Russia and black calf. For 
the St. Louis district we are buying 50 per cent on 16 to 22/8 Spanish heels and 
50 per cent on 10 to 14/8 Cuban. All colored kid styles should be bought to look 
as much differently as possible from the style generally sold the spring of 1926 
as to patterns. We feel that the high grade style should have plainer, simpler lines 
ranging downward in grades to the extreme chicken styles and popular priced 
numbers. 

36 
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PICK THE RIGHT SHOE FOR THE 





RIGHT PURPOSE 
Says Oscar S. Poe, Little Rock, Ark. 









TRIED to represent the style taste of this 
section featuring five groups of footwear; 
viz., sport, street, afternoon, dinner and evening. 
Shoes were shown to create more interest to > 
> 











retailers by the National association, I believe, > 

judging from the number of inquiries made about t \| ae 

shoes shown on the runway. Of the varied types Ta a 

shown in each group of different retailers definite ; _ 

trends similar in geographical sections were de- Lin 
. cidedly noticeable. There were approximately - —Sas 

ge a age gee fifteen hundred shoe retailers from all points in Selection for evening 

Little Rock the United States, gathered for the purpose of wear by Oscar S. Poe 





catching the inspiration and learning the lesson 
of right methods in business. I think the main 
object was to emphasize the importance of sell- 
ing the right shoes for the occasion. This has 
created more interest than anything that has ever 
been done by the National association and I 
heartily indorse this plan for future style review. 




















Selection for street wear 
by Oscar S. Poe 
















Selection of semi-dress 
wear by Oscar S. Poe for 
the Arkansas district 


Selection for afternoon 
wear by Oscar S. Poe 
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For sports wear 





J. C. Fedler, Jr., of 
Louisville, shows the high 
styles for Kentucky 








For afternoon 


SELECTIONS BY MANY STORES COOPERATING 


By Ff. C. Fedler, Fr., Louisville, Ky. 


all black dress for formal evening wear. An imported 
aluminum kid slipper blended perfectly with a metallic 


M Y selection of styles and their presentation at trimmed with gray lizard was selected to accompany an 


the Chicago convention was based upon harmony 
between shoe and costume, the first requirement being 


a knowledge of what costume women will generally fabric gown. 
Harmony is also achieved most effectively by adapting 


the shoe color to the trimmings on the costume and a 
wide latitude is here afforded as shoes may harmonize 
with the hat, the dress or coat trimmings, or the bag. 

J. C. Fedler, Jr., Boston Shoe Company, Louisville, 


wear on different occasions, and the second making a 
choice of footwear which will complement the costume. 
Beginning with the sports coat of light tan basket weave 
mixture, which was trimmed in soft brown, pastel parch- 
ment sports oxford with brown trimming was selected 
for afternoon wear. <A _ black patent leather slipper Ky. 


For day wear For evening 


For afternoon 
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For afternoon wear 








Harry Gibson sponsored 
these shoes as selected by 
the merchants of San 
I‘rancisco and displayed 
upon Miss San Francisco 


AA 


For sports wear 








Pam 


For evening wear 


A 


For afternoon wear 


For afternoon wear 


BEAUTIFYING FOOTWEAR BY 
CAREFUL TRIMMING 


ARCHMENT and water lily shades dominated the colored kid rep- 
Pcie In patterns straps and pumps were closely allied. Straps 
took first honors with an average of fifty-five per cent. Pumps ran a 
good second with forty-one. Other patterns were nil in the semi-dress 
exhibition. 

Straps generally were slender one straps but a fashion note worth 
while recording were the many T straps. Approximately thirty-two per 
cent of all straps shown were of this variety. 

The final revue of footwear styles exhibiting dress slippers sparkled 
and the picture presented was one of the best ever witnessed in the gamut 
of styles. Straps for patterns were best. Pumps, of course, had their 
place in the spotlight but were not quite as powerful in the showing. 
Silver kid was the popular material and silver patent was sparsely dis- 
played. There were a few combinations of silver and gold and a few 
brocaded cloths of high colors. Trimmings were apparent on quite a few 
shoes, using for base materials paisley and embroidered vamps. Gold- 
braided effects made striking footwear for evening. \Vhite and cream 
satin was, as well, included in the variety of materials shown. 


For street wear 


For sports wear 
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Selection by Harry Fon- 
tius for afternoon wear 











Selection by Harry Fon- 
tius for afternoon wear 




















Selection by Harry Fon- 
tius for evening wear 


PRACTICAL SHOES FOR ti 
MERCHANT PROFIT a 



























ir 
iti te Maore Pew Harry E. Fortius and Denver Twins u 
tius for sports wear 
N collecting our shoes for Miss Denver, the shoe men tl 
of this city did so with the thought in mind of present- st 
ing styles that will be volume sellers. They endeavor 0! 
to avoid trick shoes in particular. ee 
If there was one clear note to this style revue from tc 
the first performance to the last it was the practical shoes m 
worn by the models which permitted the retail merchant a 
to absorb an honest impression of what will be and has b 
been bought by the largest operators in the United States. ir 
Selection by Harry Fon- ir 
tius for street wear ti 
tl 
a 
. s] 
Selection by Harry Fon- rong banat _ 
tius for afternoon wear w 
0! 
pe 
Selection by Harry Fon- § 
tius for sports wear is 
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centrating on moving them. In this 
connection it was emphasized that 
to do this the stock to be moved 
quickly must be placed in the most 
accessible part of the store to make 
it easy and natural for the sales- 
people to reach it. 

Points developed in the discussion 
of expense records were the neces- 
sity of including in legitimate ex- 
penses proper rent,. when the build- 
ing is owned by the merchant, and 
interest on his investment, and also 
not to figure mark-up on the original 
cost of the shoes and expenses on 
the selling price, a mistake that is 
frequently made. 

In addition to the display of close 
to 100 lines of shoes in the show 
rooms on the ninth and tenth floors, 
the retail merchants were given 
some style information in the grand 
ballroom on the tenth floor of the 
Willard on Monday and Tuesday 


nights. The combined entertain- 
ment and style show opened with 
the Stetson Snappy Tie Revue, de- 
voted largely, of course, to showing 
the Stetson models for spring, to an 
exposition of color by Miss Hilda 
Rau of Robert H. Foerderer, Inc., 
and the presentation of a playlet, 
“Shoes for Every Occasion,” staged 
by the association with the coopera- 
tion of various manufacturers: The 
playlet presented in striking fashion 
the proper shoe for every occasion 
from rising until retiring. 

In the color exposition, in which 
costumes and shoes in color harmony 
were shown, first place was given to 
Lotus, a light beige with a slight 
pinkish cast; second place to porce- 
lain, a shade just off white; third 
place to gray, fourth fo cream, fifth 
to brownstone and sixth to polo. 

On the runway and in the show 
rooms the light shades were stressed, 
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with two and three tone shoes show- 
ing up strongly:  Patlorae tended 
strongly toward strapped effects atid 
center ties, with sandal effects pre- 
vailing for evening wear. ..Some ox- 
fords and step-ins were’ shown, but 
these were in a minority. 

Wholesale buying at the conven- 
tion, while rather slow on the open- 
ing day, increased in volume Tues- 
day and Wednesday. Many of the 
exhibitors reported business booked 
in volume exceeding their expecta- 
tions. 

A feature of the buying was the 
ordering of a fairly large percent- 
age of black shoes for women. This 
was accounted for by the fact that 
retail merchants who had placed 
early orders for spring shoes had 
concentrated before the convention 
largely on colors and are now filling 
in on blacks. Most of the orders 
booked called for early delivery. 


Merchants Taught How to Interpret Styles 
at Washington Convention 


HE open forum on style Wednes- 

day morning developed a num- 
ber of highly interesting angles on 
this important topic. Simmered down, 
however, the consensus of opinion 
seemed to be that, while general 
style trends in both men’s and wo- 
men’s shoes may be defined, it is up 
to the individual retail merchant to 
decide upon a style policy that will 
best meet the needs of his own 
clientéle. 

Some of the points brought out 
in the discussion of women’s shoes, 
under the guidance of Mr. Holden, 
were that colors, growing lighter as 
the season progresses, will be good; 
that many merchants have gone too 
strongly on colors to the exclusion 
or near exclusion of blacks; that 
colors are being shown the public 
too early; that the peak of color de- 
mand should be reached around May 
and June; that whites will not be a 
big factor in women’s shoes retail- 
ing above $10, but will be important 
in the cheaper grades; and that. rep- 
tilian trimmings are not as good as 
they have been, but all-over lizards 
are still big sellers in high grade 
shoes and probably will continue so. 

The discussion on men’s styles 
was lengthy and decided differences 
of opiniom were expressed. A few 
points on which there was most 
agreement were that the balloon last 
is waning and is being supplanted 
by more conservative shapes, rang- 
ing from the brogue to the custom; 





that fancy shoes will be worn for 
sports wear; that changes of style 
can better be worked by using dif- 
ferent leathers rather than by 
changing lasts and patterns. There 
was much comment about the big 
sales of blacks in men’s shoes as 
compared to tans, some merchants 
reporting blacks accounting for 70 
to 80 per cent of their sales at pres- 
ent. It was agreed that more pres- 
sure should be put on pushing tans 
and that the proper method to follow 
is to show medium, rather than the 
extremely light tans, except in the 
cheaper grades. 

George Geuting presided during 
the discussion of men’s styles and 
was aided in answering many of the 
questions by Jesse Adler. Those 
taking the most active part in the 
discussion of women’s styles in- 
cluded Jules Winkleman of Phila- 
delphia, Milton Brok, Edward Hahn 





and I. B. Nordlinger of Washington. 
The open forum and good fellow- 
ship luncheons on Monday and Tues- 
day were well attended. At the 
luncheon on Monday the only ad- 
dress was made by William Knowles 
Cooper, international secretary of 
the Y. M. C. A., who in an address 
on “Service” brought out the point 
that real service must be complete, 
sincere, continuous, and adhere to 
a high quality standard. An in- 
spirational address was made Tues- 
day morning by William Mather 
Lewis, president of George Wash- 
ington University. At the Tuesday 
luncheon Major Charles T. Cahill of 
the United Shoe Machinery Corpo- 
ration and George Geuting gave 
talks on the cooperative campaign 
to advertise men’s shoes and urged 
the delegates to give it their sup- 
port. Mr. Geuting advocated the 
use of “high pressure” salesmen’s 
methods in selling men’s shoes. 


Potter Courtesy Sale 


CINCINNATI—The Potter Shoe Co. 
will hold its semi-annual “Courtesy” 
sale this coming week. This is in 
advance of their general sale and is 
for their regular customers only— 
some thousands of announcement 
cards having been sent out. All de- 
partments are offering a substantial 
cut in prices and are preparing for a 
busy week. 
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The Beautiful 
New 
Venetian 








FANCY METAL SHOE FIXTURES 


The latest in shoe fixtures—(Finish Silver and Black) 
Ask for Catalog W.I. 





No. 8 
We have 14 styles 
of The Period type 
No. 6 No. 7 


Wood Shoe Fixtures 


all connections of indestructible metal, and guaranteed against 
Blistering and Warping 
Wood Catalog No. 22 











If you are interested in Glass Fixtures 


Send for our Catalog 18 
THE MOST COMPLETE GLASS CATALOG PUBLISHED 


WRITE FOR SAMPLES “IN STOCK” WINDOW VALANCES, PLUSHES 
AND OUR LIGHT WEIGHT, SUN FAST U60 DRAPING MATERIAL 


Quality—Service—Courtesy 
Visit Our Chicago or New York Show Room 


THE HECHT FIXTURE CoO. 


NEW YORK SHOW ROOM DEPT. 12 
16 West 31st St. 


Between Broadway and Sth Ave. 233 South Wells St., Ground Floor, Medinah Building, Chicago 
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Ideas for Spring Windows 


It’s None Too Early to Plan Your New Trims 
and to Order New Display Material 


[To allow sufficient time for se- 
curing special material and having 
special work done, plans made now 
for window displays should contem- 
plate the March showings. In case 
you have not yet made plans for 
some of your February displays, we 
recommend that you refer back to 
the article on Page 237 of the Dec. 
25 issue of the BOOT AND SHOE RE- 
CORDER.—EDITOR’S NOTE. ] 


OR the first time in some 
Fee the shoe merchant can 

base his entire March appeal 
for business on spring. Usually 
Easter shares the attention of the 
merchant and customer, but this 
year Easter may safely be left to 
look after itself until spring has 


By the time March arrives they find 
their business at its peak. The shoe 
merchant should follow their exam- 
ple. While he has not the old dis- 
tinctions in footwear he has other 
differences that are probably better 
adapted to exploitation. Spring 
footwear this season is colorful and 
bright. This change in style should 
be emphasized in every possible way. 

At any rate, whether the shoe 
merchant has been exploiting spring 
styles for weeks or is only making 
his initial efforts to introduce spring 
styles, March should be made a dis- 
tinctive spring month. The foot- 
wear shown should be entirely of the 
new spring styles. The advertising 
should breathe the atmosphere of 
spring. His window displays should 
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Figure 1—There’s a 
pleasing sweep to the 
lines im this back- 
ground—and the 
whole setting is quite 
easy to cut out of 
wallboard. Spring 
colors should be used. 
Light green is sug- 
gested for the side 
panels, with a _ still 
lighter green for the 
center. The girl pic- 
ture may be cut from 
a poster. Plastic treat- 
ment may be applied 
to the wallboard 




















had her profitable sway. Early 
spring efforts should not be allowed 
to interfere with the plans for 
making March a big spring month. 

It is often remarked by shoe mer- 
chants that there are no longer any 
well defined season distinctions in 
styles as formerly prevailed when 
everyone wore high cuts in winter 
and changed to low cuts for spring 
and summer; yet, when it comes to 
planning, they go ahead with their 
plans much in the same old way. 
The garment retailers, especially 
those catering to the feminine 
wants, have abandoned the calendar 
as a season index. The spring sea- 
son for them opened in January, 
right after the clearance sale period. 


radiate the brightness of spring. 
His salesmen should talk spring 
styles and push spring styles from 
morning till night. Spring should 
be the keynote of every effort to get 
more business. 

With spring styles on a color 
basis, the shoe merchant should see 
that his window displays are not 
drab and dingy but bright and re- 
splendent with hues that attract and 
please. Spring displays should be 
bright. Brightness is achieved by 
light colors, delicate hues and soft 
pastel effects. Heavy effects create 
an illusion of dullness and should be 
avoided. 

The spring setting suggested in 
Fig. 1 is attractive and bright with 
spring colors. Its simplicity is 
much in its favor because it pro- 
vides a favorable background for the 
colorful spring footwear the mer- 
chant has to display. 

The panels are made of wallboard. 
It is usually necessary to strengthen 
the wallboard with wooden frames, 
but these frames may be made of 
rough stuff, discarded materials or 
old lumber from packing cases. The 
frames are used for the sole pur- 
pose of keeping the sheet of wall- 
board from bending out of shape. 

The central panel has a curved 
top. This gives the top of the panel 
a finish that straight lines cannot 
produce. It also conforms with the 
circular decoration used with it. 
The end panels have square tops 
but are finished with narrow pieces 



































Figure ‘7 oe of 
Fashion.” ot a 
brand-new idea, but 
dependably attractive 
when tastefully 
worked out. Particu- 
larly well adapted to 
a window having an 
ornate door in_ the 
permanent back- 
ground 
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to Shoe Store 
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Shows you how to bring more and bet- jf : 
ter trade into your store ... 32 pages =. ie 
of seating suggestions formodern shops  } ~~ in 


in this interesting and practical book J | 
“New Styles in Shop Seating” Bi rer: to 


S th 





“Gentlemen, I want to compliment you on your book 























“New Styles in Shop Seating.’ It is a genuine help for a 

the modern shoe store owner and reflects a keen ap- th 
preciation of our problems. Any man interested in sp 
attracting better trade and building prestige for his th 
store should read this book.” be 
So writes a successful eastern shoe store owner. Perhaps th 
this book will help you. Shall we mail you a copy? It gr 
is free. How proper seating can give your store an air pa 
of distinction—attract more and better trade—greater of 













capacity at less cost and bigger profits on your invest- 
ment, all explained in this free book. Simply use the 
coupon below. 


The “American’’ Free Service Plan 


“American” engineers and draftsmen are at your service 
to suggest new ideas in seating arrangements. In the 
past fifteen years thousands of shoe store owners have 
accepted this free service. And as a result American 
Interlocking Shoe Store Chairs are building profitable 
business daily. This service is yours for the asking. 
Fill in and mail the coupon today. 


American Seating Gmpany 
1016 Lytton Building Chicago, Illinois 
Branch Offices—New York: R. 601-119 W. 40th St. 


Philadelphia: R. 703-1211 Chestnut St. 
Boston: ‘R. 302-69 Canal St. 















TT 









No. 9015 








Z ‘ tue é > e 
Se re ee 
ae a a te ll, ee el, tl i att, 
















UY i) 4 
ICA 


American Seating Company 
1016 Lytton Bldg., Chicago, Ill. 

Gentlemen: Send me, without obligation, your helpful 32 Page Book, ‘““New 
Styles in Shop Seating.” 
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Figure 3—A neat and 
simple background 
design. A “trick” in- 
troduced here is the 
use of corrugated pa- 
per, gilded, for the 
fluted decoration 
across the top of 
background and pil- 
lars 


















































extending slightly above the tops. 
The connecting panels curve down 
and out, further emphasizing the 
decorative effects of the curved lines 
in the central panel and the square 
lines of the outer panels. 

There is a wide choice of color 
schemes that will prove satisfac- 
tory, but there is one in particular 
that will be pleasing for any spring 
window. Green in its paler tints is 
a spring color, corresponding with 
the pale buds and leaves of the 
spring foliage. We would suggest 
that the central and outer panels 
be a pale green tint—a tint so pale 
that there is really only a hint of 
green in it. The two connecting 


panels may then be a pale green, but 
of a deeper hue. 
The panels may be painted with 








water paints or with oil paints. If 
it is found preferable they may be 
covered with paper. There are 
many fancy papers produced for 
window display use that will give 
the panels a very pleasing finish. 
Among these are the embossed 
papers, which may be purchased in 
practically all the desirable colors. 
Crépe paper may also be used to 
cover the panels and give a very soft 
effect to the finished panel. 

The circular frame and the nar- 
row decorations on the end panels 
may be painted in metallic poly- 
chrome colors. A rough effect can 
be given to these by plastering them 
with thick water paint or plaster of 
paris. When this covering material 
is dry it may be painted with bronze 
and gold colors. 












































Figure 4—Cut this stand from wood 
and wallboard. It can be used in 
the window several times, with dif- 
ferent finishes. The flower bowl 
can later be used inside the store 
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Figure 5—A real harp, if available, 

would fit well here. Otherwise cut 

one out of wallboard. Paper sham- 
rocks can be purchased 
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The foliage and flowers festooned 
over the curved tops of the connect- 
ing panels may be varied in ar- 
rangement. A _ festoon may be 
extended from the narrow project- 
ing decorations on the end panels 
and looped up so that it may be at- 
tached at each side of the circular 
frame, thus forming three sweeping 
loops across the entire background. 

The floor arrangement is sugges- 
tive. Very few window floors are 
of the proper height without addi- 
tional risers or steps. In fact, any 
window with several feet depth 
should have a part of the back raised 
in order to give the merchandise 
displayed in the back of the window 
a chance to be seen. 


Don’t Pack the Windows 


The merchandise in the spring 
windows should be shown in units. 
Nothing is gained by showing too 
many styles or colors in a window. 
Far better results will be secured by 
more frequent changes and fewer 
pairs shown in each. Crowding of 
footwear in a window cheapens the 
merchandise. Sparsely arranged 
units give each shoe a dignified 
prominence that produces the im- 
pression of quality and exclusive- 
ness. 

The setting suggested in Fig. 2 
is as old as the hills, but every time 
it is properly used it creates a sen- 
sation. It may be _ designated 
“Steps of Fashion.” A series of 
graduated steps are arranged in the 
window leading up to a door or arch. 














































Figure 6—This large paper sham- 
rock and wood lattice may be used 
over a wallboard panel that you al- 
ready have. For instance, they could 
be substituted for the circular pic- 
ture in the setting shown in Figure 1 
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SLOT The Only Buckle 


for Ladies’ Oxfords! 


Adds beauty and distinc- 
tion to both sport and nov- 
elty types. Instantly at- 
tached. Fastens and con- 
ceals the laces. Carried in 
many different designs and 
finishes. 
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HOW IT WORKS: 
Open cover and slip laces 
in slot; gather laces under 

cover and close. 











Write for particulars 
regarding our trial 
assortment and dis- 
play card. 


AMBECOR 
Service— CORP. 


321 Broadway 
Wrought iron fix- New York City 
tures are commended 











No. 3282 to you from the 


Sidi pes standpoint of service 


fixtures detailed as well as of beauty. ° 
. ee ’ For Spring 
and careful oo: 
In addition to be- 
. When you order your 
ing practically inde- Spring line, specify Vanity 
Ly, ‘ leather ornaments. 
structible they are . 
A, i the 


bl f hei They will enhance 
capable oF being fe- beauty and_ stability of 
finished in new colors your shoes. 

and effects at very Obtainable through your manufacturer only 


slight cost. VANITY NOVELTY WORKS 
1261 Atlantic Ave. Brooklyn, N. Y. 


No. 3356 


Planning Service 
Send I f the fl 
s ie aes peste 1 G 0 % P R oO F I T 


We will gladly give you 
A big percentage of your customers need arch 











our suggestions for the 
effective placing of dis- supports. You can make a handsome profit selling— 
Mayer’s Corkushion cArch Supports 


lay fixtures. 
pey Guaranteed to ea uickly relieve foot and leg pains 
resulting from “‘flat feet’’, “fallen arches” or fallen 
metatarsal (anterior arch) bones. Do not confuse 
yer’s Corkushion with the ordinary, hard, un- 
scientific kind. Mayer’s are —- of pure cork and 


Crusta 
Fixture Asx ee 


of iast. Do not injure 


Com any JAC KSON — -_ will outlast 
B L Vv D. Write for illustrated, descriptive folder showing pee you can 


Cc 1 appropriate these extra profits without adding to your overhead. 
HICAGO MAYER ARCH SUPPORT COMPANY 
ILLINOIS 1809 Center Street Milwaukee, Wisconsin 
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This may be adapted to a window 
with a permanent background, or 
the door may be flanked by wall- 
board panels as indicated in the il- 
lustration. 

The manner of producing the 
arch may be left to the display man 
who will have to use materials at 
hand. If it is found desirable to 
omit the circular panel at the top 
it may be done, and the arch fin- 
ished with a square cross-piece. Or, 
a circular arch may be made by cut- 
ting the supports and top of arch 
out of wallboard. 

The curtains hanging in the arch- 
way must harmonize with the colors 
of the panels and arch. A poorly 
conceived color scheme will spoil the 
best architectural effect. A _ tall 
basket of flowers or a tall vase set 
in the archway will add to the pleas- 
ing appearance of this setting. Very 
few tall stands should be used in 
such a window, the necessary height 
being produced by the rising steps. 


Corrugated Paper as a Decorative 


Merchants and display men pro- 
ducing their own window back- 
grounds often overlook the possi- 
bilities of much waste material lying 
around under their feet. The set- 
ting in Fig. 3 is produced to illus- 
trate the use of corrugated or fluted 
paper as a decoration. The common 
corrugated paper or cardboard used 
in packing can be used as a decora- 
tive material in many ways, and 





‘Your new 
S pring, Shoes 
await your 


inspection 
here 











Figure 8—A card with a single 
illustration attracts more than one 
with elaborate decorations 
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Figure 7—The open, airy style of 
card is appropriate. Simplicity of 
design appeals to men 


other stamped and embossed papers 
may also be used effectively. 

It is suggested that old ivory and 
gold be used for the color scheme of 
this setting, although there are 
many other color effects that will 
prove equally attractive. The back- 
ground is built of wallboard. If 
the entrance to the window is 
from the back one of the panels 
shown may be cut out so as to pro- 
vide entrance to the window. The 
sides should be finished in similar 
panels so that the effect is carried 
out completely over all the exposed 
sides of the window. 

At each side of the back of the 
window a flat pilaster is placed. In 
front of this a circular pillar, or a 
half column is shown. This can be 
made of wallboard or heavy card- 
board bent around circular blocks 
of wood. 

Strips of corrugated paper are 
glued across the top of the back- 
ground, and around the upper parts 
of the columns. This is gilded. The 
molding used to produce the panels 
in the background is also gilded, as 
are the strips across the top. The 
rest of the background is painted 
old ivory. 

The merchant should not overlook 
the value of slabs in the floor ar- 
rangement of his displays. In this 
illustration three slabs are used, the 
upper one of which is the largest 
and the middle one the smallest. If 
these are made of different sizes as 
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indicated a great many arrange- 
ments may be made with them. In 
this setting it is advised that the 
middle slab have the edges finished 
with the corrugated paper, gilded 
to correspond with the upper deco- 
rations. 

The little decorative unit illus- 
trated in Fig. 4 will be found useful 
in the window, whether the back- 
ground is temporary or permanent. 
The flower stand may be used in 
various settings, and afterward in 
the interior of the store, if it is 
properly finished. 


For St. Patrick’s Day 


The March schedule of decora- 
tions would not be complete without 
including St. Patrick’s anniversary. 
A very simple decoration that will 
produce much admiration is illus- 
trated in Fig. 5. If a real harp can 
be obtained it may be used, but a 
good cut-out representing a harp will 
answer the same purpose. The 
strings may easily be strung from 
points at the back of the cut-out. 
The tall hat with the clay pipe can 
be made of cardboard, and it is sug- 
gested that the cardboard hat be 
covered with green paper or cloth, 
and that no effort be made to pro- 
duce a simulation of a real plug hat. 


Re-Using Part of Figure 1 


If the background suggested in 
Fig. 1 is built in the window a pleas- 
[CONTINUED ON PAGE 64] 





NMRA HAR A A RN 
ae 


1927 
MEN MUST 


“Dress Up” 
MORE 


this season 
“ad I 


—_ — 




















Figure 9—Copy confined to one 

small panel, with the decorations 

designed to make that the focal 
center 
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Are Your Display Windows 
~Worth This to You? 
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It has been proven that the space occu- 
pied by the Display Windows is worth 
one third or more of the rent of a store. 


To realize such high value your displays 
must be active—they must be more than 
merely “visible merchandise.” With the 
proper decorative setting they will ac- 
complish the double purpose of attract- 
ing the attention of the buyer and in- 
fluencing him favorably toward your 
merchandise. 


“The Guide | 2 Window 
™ “J Displays” 


is our catalog which shows decoratives for settings that 
will help your display windows produce their 33 1/3%. 
The new issue is just off the press. May we send you 


a copy? 


The Adler-Jones Co. 


645 So. Wells St. 
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Schack’s Wonder Light 


at a Wonder Price 


Made of Rayalumin and will 
not corrode, rust or tarnish. 
i omennennteniaaieneil 


Guaranteed for 20 years. 
Each lamp is equipped with 
shutter, 4 ft. cord, 6 color screens 
and standard screw base plug Fe 
and socket that will fit any in- p 
stallation. 
Order Today. Electric Lamp not In- 
State whether Spot or Flood cluded. Use a 206 
Light is wanted. watt Mazda Lamp. 





Send for Schack’s New Spring Flower Book 
Just Off the Press. It Will Help You 


SCHACK ARTIFICIAL FLOWER CO. 
i341 vst. CHICAGO 63 E. ADAMS ST. 


134- 140 vn RoBeY'S 











The Difference 
Between Turns and 
McKays 


This is only one of the sub- 
jects discussed in a 16-page 
booklet—just off the press. In 
addition to telling how turns 
and McKays are made, there 
are, also, chapters on the welt 
and stitchdown processes. Ac- 
curate and authoritative. We 
vouch for it. 


25 cents per copy 


(cash with order) 


Boot and Shoe Recorder Pub. Co. 
207 South St. Boston, Mass. 
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SOLID COPPER 


STORE FRONTS 


ARE ATTRACTIVE 
LIKE A BEAUTIFUL FACE 
Send for the “PROFIT TEST” booklet 


Take any assembly for example. There usually I: features reproductions of Kawneer 
b i ht beautiful face which a als and letters from thele owners, AT- 

ees aes “ Ppe TRACTIVE DESIGNS in every 

and is the center of attraction. line of business are shown therein. 

|Your store front can have this same distinc- 

tion-It can be separated from nearby fronts in 

‘a way that will increase your sales and pro- 

duce a remarkable gain in profits, 


awneer 


THE 
KAWNEER 


BP te is COMPANY 
THE at 1013 Front Street 


* nas Ax x - ichigan 
Kawneer Aah ats 
COMPANY 4 
NILES ~ MICH. 


BRANCH OFFICES AND SALES AGENCIES IN 90 CITIES 
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Many Spring Openings Planned 
For Earlier Date Than Usual 


Light Colors Too Good to 
Keep Out of the Display 
Windows 


New YorK—Reports received from 
all parts of the country show that, in- 
sofar as the retail shoe trade is con- 
cerned, it will be an early Spring. No 
matter what the weather within rea- 
sonable limits, the new light colored 
shoes will go on sale generally not later 
than the last week in February. Of 
course, in several sections, they already 
have been “flashed” and have met with 
high favor among the women. 

The new shades of gray are men- 
tioned from correspondents in nearly 
every point. Gray is a Spring color, 
of course, and the stylist’s mind turns 
to it naturally with the coming of each 
new year. This year there seems rea- 
son to believe that they will be accepted 
more freely than in years past. 

Incidentally, and this is an item to be 
reckoned with, the light colors are won- 
derful from the viewpoint of the win- 
dow trimmer. 


January Will Show Gain, 
Say St. Louis Merchants 


St. Louis— Retail shoe merchants 
in the St. Louis shoe belt reported 
some slackening in the trade for the 
week ending Jan. 16. There was a de- 
cided contrast with the week previous 
when excellent business was reported 
in a majority of stores. The higher 
grade shops in particular voiced their 
disappointment over the volume which 
no doubt has dropped to low after 
running in high on the clearing sales 
that have been in progress since the 
first of the year. 

To prove, however, that the kick is 
not completely gone, one of the popu- 
lar priced chain groups conducted a 
$3.85 sale both in women’s and men’s 
shoes with the result that literally 
mobs of people flocked to this store. A 
size sheet featuring men’s shoes with 
the number of pairs on sale of the in- 
dividual sizes was used in newspaper 
advertising. In both departments 
there was one of the biggest crowds 
ever seen in the principal stores of the 
chain. 

All indications point to an increase 
for this month. At present the figures 
are more than favorable and unless 
there is a more drastic slowing up 
than that being experienced at present, 
most operators feel they will show a 
fair gain for January. 








Merchants are getting restless. re- 
garding spring footwear and a few 
windows and store cases are being 
utilized for the display of these types. 
Gray is being shown and this follows 
early predictions that gray will be 
good. . Parchment is included in the 
first exhibit with a few rose-blush and 
stone patterns. 


Walter L. Dodd Appointed 
Sales Manager of Douglas 


Promotion Follows Resignation 
of G. B. Hendrick—Three 
Assistants Named 


BrockToN—Walter L. Dodd of 92 
Belcher Avenue, this city, has been ap- 
pointed sales manager of the W. L. 
Douglas Shoe Co., succeeding George 
B. Hendrick, who resigned recently to 
become associated with the Lewis A. 
Crossett, Inc., of North Abington. 

Mr. Dodd has been assistant to Mr. 
Hendrick since June, going there from 
the Commonwealth Shoe & Leather Co. 
of Whitman where he was located for 
four years. He was born in Worcester, 
and was educated at Harvard Uni- 
versity and Tulane. For some time he 
was sales director for the National 
Cloak and Suit Co. of New York City. 

Mr. Dodd has named as his assist- 
ants, T. J. Callahan, who will direct 
the department of sales statistics; M. 
J. Donovan, who will have charge of 
the retailers’ reserve stock, and C. E. 
Parker, who will be his personal as- 
sistant in sales promotion. 


Hahn’s to Remodel 
Baltimore Store 


BALTIMORE, Mp. (UTPS)—Extensive 
remodeling designed to give more 
spacious and efficient facilities is 
planned by William Hahn & Company, 
87 West Lexington Street, one of Bal- 
timore’s leading exclusive shoe shops. 
The remodeling will affect the entire 
building occupied by the firm, accord- 
ing to present plans, which when it is 
completed will make the shop one of 
the most attractive exclusive shoe shops 
in the: heart’ of the shopping district 
of Baltimore. ; 

The Hahn shop at 37 West Lexing- 
ton Street, this city, is but one of a 
group of eight stores operated by the 
William Hahn & Company. The shop 
at the Lexington, Street address, is 





however, the only one the firm con- 
ducts in Baltimore, the others being 
located in Washington, D. C., which 
city is the home of the firm. Clarence 
F. Cobourn, is manager of the Balti- 
more store. 


Sales the Feature of 
Cincinnati Retail Trade 


CINCINNATI — Cincinnati has had a 
poor shoe week, every day bringing 
rain and disagreeable weather and 
keeping the public at home unless ab- 
solutely forced to do otherwise, in 
which case thoughts did not turn to 
shoes unless lured by attractive sales. 
Rubber footwear sold rapidly, especial- 
ly toe rubbers, as the weather was 
warm and galoshes most uncomfortable. 
Some stores showed good looking signs 
calling attention to the rubber foot- 
wear, and the response was good. 

Some of the new shoes being shown 
seem to lay great stress on the bronze 
kid, it being worked out in the all-over 
effects, and combined with brown 
suede, alligator and snakeskin, in one- 
strap, oxfords and pumps.. The basket 
weave in this kid promises*to be pop- 
ular. During these dull days the 
browns look more attractive for im- 
mediate wear than do the lighter 
shades, although merchants look for 
good business in the latter when the 
weather clears. The Pogue Shoe De- 
partment is holding its semi-annual 
clearance sale. Some unusual values 
are being offered, among which is a 
genuine alligator one strap pump, in 
brown with a 15/8 cuban heel; also 
in a round toe with a cut-out quarter 
and 12/8 heels—both to sell at $9.75. 
W. L. Newbold, manager of the Smith- 
Kassan Shoe Department, held a one 
day sale last week. It proved to be 
the most successful of any held in 
many years, and featured discontinued 
styles and broken lines—all of which 
were cleaned out almost to a pair. 
Half prices were offered with shoes sell- 
ing at from $3.75 to $8.00. 


Milwaukee Retail Trade 
Shows Little Activity 


MILWAUKEE—“The retail shoe busi- 
ness is slow now and we are waiting 
for five or six weeks until the new 
season opens when we can start push- 
ing our new line,” said William A. 
Tomes, manager of Hanan and Son at 
Milwaukee. “The stormy weather 
brought some business in the men’s de- 
partment but they are still buying too 
many blacks. We look for them to 
change to the tans and lighter colors 
however with the advent of the new 
season. There has been a little de- 
mand already for colors in the ladies’ 
department and this should increase 
as the weeks pass. A good volume has 
been done on evening slippers—espe- 
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cially on the silver and gold kid 
slippers. The brocades have not been 
moving so very well.” 

J. C. Michaels of the Boston Store 
at Milwaukee, reported that business 
has been very good due to the clear- 
ance sale which is in progress there. 
He said that the department is con- 
centrating all of its efforts on moving 
the stock on hand and that there- was 
little effort expended on new mer- 
chandise. Colors have had a call but 
it has not been heavy to date, but Mr. 
Michaels believes that next month the 
colored shoes will be in greater de- 
mand. Tans are expected to run about 
60 per cent of the volume in the men’s 
department this season with blacks 
moving about 40 per cent. 


Pittsburghers Elect New 
Board of Directors 


PittspuRGH, Pa. (UTPS)—At the 
January meeting of the Pittsburgh 
Shoe Retailers Association final plans 
for attending the Pennsylvania conven- 
tion were completed. The meeting, 
held at P. Ludebuehl & Son’s, was 
marked by the election of a new board 
of directors, as follows: Bernard 
Klein, William Kuhl, D. F. Petty, H. 
W. Ritter and George H. Stoebner. 

Charles E. Jack of the U. S. Rubber 
Company, gave an interesting talk on 
styles in rubber footwear, exhibiting 
some of the newest lasts. The subject 
of “two heels” to fit the woman cus- 
tomer who cannot afford to buy each 
model in rubber wear and yet who 
wishes to wear three or four different 
shoe styles, with high, low and medium 
shoe heels, came up, and Mr. Jack 
was asked to select two heels to meet 
these requirements. He chose the Bel- 
mont and Sharon from among his 
models, to take care of such a situa- 
tion. Mr. Jack felt that the ladies’ 
tan, one-strap gaiter with cuff, of 7 in. 
height, is the most popular. Being 
favored throughout the country, as 
opinion at their Buffalo Rubber Con- 
vention recently disclosed when repre- 
sentatives from twenty-five branches 
met. 

Mr. Jack was questioned concerning 
the best method for cleaning fawn and 
gray shades in the new novelty over- 
gaiters and recommended Energine and 
others of the better known and safe 
fluids, in preference to gasoline which 
he said can do much more harm than 
good when used inexpertly. The rub- 
ber inner-lining can severely dam- 
aged by a too liberal application. The 
question is one oft recurring with buy- 
ers of the colored varieties of footwear, 
those who brought the matter up, said. 


H. J. Fiedeler to Retire 


St. Louis—Harry J. Fiedeler, buyer 
for the shoe department of Famous- 
Barr Co., operated by the May Co., 
will retire from active business on Feb. 
1, after having been connected with the 
retail shoe business for the last 40 
years. Mr. Fiedeler leaves the com- 
pany after having developed the 
largest shoe department in St. Louis 
doing the greatest business. After re- 
maining in St. Louis for a short while 
he will take a long vacation, spending 
some time in California, after which he 
war seem to St. Louis where he will 
reside. : 





Wm. Whittum New Director 
of Ault-Williamson Co. 


R. P. Boothby Made Vice-Pres- 
ident in Charge of St. Louis 
Division 

AUBURN, ME.— 
William H. Whit- 
tum of Lewiston, 
Me., has recently 
become a director 
and assistant 
treasurer of the 
A ult- Williamson 
Shoe Company of 
Auburn, Me., and 
St. Louis, Mo. Mr. 
Whittum is a 
ag of —— 

; ollege at Lewis- 
ee ton. After gradu- 
ation he entered the employ of E. H. 
Rollins & Son, bankers of Boston, and 
was their representative in the State 
of Maine for twelve years. In 1920 
Mr. Whittum went 
into business for 
himself, acquiring 
a half interest in 
the firm of Benson 
& White, insurance 
and _ investments. 
The firm name was 
later changed to 
White & Whittum, 
and it is this con- 
cern which Mr. 
Whittum has left 
after six years, to 
become director 
and assistant treasurer of the Ault- 
Williamson Shoe Company. As part 
of his duties Mr. Whittum will be 
in charge of the Eastern’ Division 
credits and in that way will come in 
contact with practically every Ault- 
Williamson customer doing business 
with this division. 

Richard P. Boothby of the St. Louis 
division has been promoted to the posi- 
tion of vice-president in charge of that 
division, and is receiving many con- 
gratulations on his promotion. “Dick” 
is one of the three men who founded 
the Western Division. In this work 
he cooperated with Mr. Williamson 
and Lester Shackford, and he has been 
an important factor in the unqualified 
success of this division. 


R. P. Boothby 


Wise Has 5th Ave. Site 


New York — The Wise Shoe Co., 
conducting a chain of shoe stores will 
open its first venture on Fifth 
Avenue in the near future, and pro- 
poses installing what probably will be 
the largest exclusively shoe store in the 
United States. The company has 
signed a 20 year lease, at a total rental 
of around $2,000,000 for the eight story 
building now occupied by A. Jaeckel, 
furrier, at 384 Fifth Avenue, between 

irty-fifth and Thirty-sixth Streets, 
and will use five stories exclusively for 
selling shoes. 

The lease probably will go into effect 
Jan. 1, 1928. The deal was closed by 
wireless as A. Schoen, president of the 
Wise Shoe Co., was aboard the S. S. 





Paris, mae 4 to Europe when it was 
consummated. 
The Wise Shoe Co. has been in the 
shoe business for 30 years and during 
the last four years has concentrated 
on a $6 shoe. The new store will be 
the seventeenth in the chain and the 
fourteenth in New York City. 


Brooklyn Plans 
Style Show to 
Be Held in May 


Decision Reached at Annual 
Meeting—J. J. Lattemann 
Elected President 


BrRooKLYN—Definite decision to hold 
a style show some time in May was 
reached at the annual meeting of the 
Shoe Manufacturers’ Board of Trade 
of New York, Inc., held Jan. 24. The 
exact dates will be announced later, as 
well as the place. Theo. Cramer was 
appointed chairman of the committee 
in charge of arrangements for the 
show. 

The following officers were elected: 

Justus J. lLattemann, president: 
Daniel P. Morse, Jr., vice-president; 
Herbert R. Garside, secretary, and 
Frank Grossman, treasurer. 

Directors: George W. Baker, Theo. 
Cramer, John R. Garside, Andrew Gel- 
ler, Albert C. Griffin, Julius J. Kauder, 
John J. Lattemann, Michael A. Miller 
and Raymond P. Morse. Frank H. 
Curry remains counselor and executive 
secretary. 

The meeting was held at the Hotel 
Bossert, Brooklyn. 


Bright Prospects for 
1927, Says A. F. Bancroft 


Prominent Boston Manufacturer 
Extremely Optimistic 


Boston—A. F. Bancroft of the firm 
of Bancroft Walker Company, upon his 
return from the meeting of the Na- 
tional Boot and Shoe Manufacturers’ 
Association, held in New York last 
week, expresses a most sanguine and 
optimistic view regarding the prospects 
of the shoe industry for 1927. 

In his own factory, orders received 
give every indication that the first six 
months of this year will be by far the 
largest in the company’s history. 

Mr. Bancroft reports that there is a 
marked tendency on the part of the 
most prominent retail merchants to 
standardize their buying and to deal 
more consistently and regularly with 
established houses rather than to scat- 
ter their buying. 

On Jan. 1, Mr. Bancroft returned to 
his office for active duty after a vaca- 
tion during part of December. He is 
in fine physical condition and is full of 
enthusiasm and “pep.” 


B. M. Cox Transferred 


MILWAUKEE, Wis.—B. M. Cox, for- 
merly manager of the Sterling Shoe 
Co., at Pittsburgh, has been trans- 
ferred to Milwaukee and will be in 
charge of the store located in the Plan- 
kinton Arcade Building here. 
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A graceful, per- 
fect fitting oxford 
in the approved 
S pring Shades. 
One of our most 
popular sellers. 
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AT THE DALLAS SHOW 
Jan. 31—Feb. 1-2 


ARTISTIC SHOES for SPRING 
on display at 
HOTEL ADOLPHUS 


Jack Jester Will Be There to Greet You 


Factory & Showroom 
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NEW, WANTED, COLORED LEATHERS— 


IN STOCK IN 3W’s LENOX McKAYS 





Cherry Patent Vamp and Quarter, 
Alligator Strap and Cut Out. 


. A 2S See $2.30 
a ee 2.50 
8590 (Covered Heel) 

ES ea ae 3.35 


Cherry Patent Vamp and Quarter, 
Paisley Strap and Cut Out. 
a a. ea $2.30 
2 Of SS aaa 2.50 
6599 (Broad Toe) 2% to 6... 2.90 











Cherry Patent Vamp, Alligator 
Quarter Strap and Cut Out. 
BSS See $2.30 
eS eee 2.50 

8589 (Covered Heel) 
SS a ee ee 3.25 


IN THIS POPULAR ONE STRAP SAN DAL 























No. 5581 








Patent Colt Throughout 


. - . SS : CPeenenrare $1.90 
ek ee See ere 2.10 
6581 Broad Toe, 24% to 6... 2.50 
8581 Medium Toe, Covered 

Heel, 24% to 7... . 2.85 







Rose Blush Vamp and Quarter, 
Paisley Strap and Cut Out 


ee eee $2.15 
i Sl eee ae 2.35 
Ie ee See 





Black Patent Colt, Paisley Strap and 


Cut Out. 
er & eee Mi es oe alow ous $2.00 
» ga Ee eee eee 2.20 


WEIMER WRIGHT & WATKIN CO. 


39 S. Second St. 


FACTORY—ANNVILLE, PA. 


Philadelphia, Pa. 


Sole Distributors for New York and Vicinity 


Merritt, Elliott & Co., 132 Duane St., New York. 
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Use this COUPON 
for Catalogs 
and Literature 


on 
Store Equipment 
and 


Specialty Merchandise 


The Western Service Depart- 
ment of the Boot and Shoe 
Recorder furnishes gratis to 
subscribers information and 
suggestions on matters of store 
equipment and specialty mer- 
chandise. 


To dealers checking the 
coupon at side catalogs and lit- 
erature will be sent by some of 
the leading manufacturers of 
the articles specified. 


ew wm we mm ee ee ne em 


(2 Show Cards () Autographic Sales Regis- 
te wor A Record ee ters 
ookkeeping System F M 

0 Store Front Construction =. ~ Spies Satis 

Sh (0 X-Ray Machines 
: ana cage 0 Repair Equipment 
CO Shelving 0 Play Room Equipment 
CZ Store Ladders ob tae bags ioe 
C) Seating era on er 
oO ne re 0 The Hosiery + ty 
CZ) Window ting OO For Men 
C) Interior Lighting 0 me f= For Women 
C Shoe Mirrors oversee §6(C For Children 
(C0 Permanent Backgrounds C) For Men 


Hse Dipl, Fare C)Souvenie{ (For Women 
ley Pee “ 0 For Children 
C) Color Reflectors Merchandise 
C— Floral Decorations C2 Hosiery (state kind) 


0 Special Backgrounds O) Arch Supports, metal 
C) Placques O) Arch Supports, non metal 


a — C) Shoe Dressings 
C Valances (C) Shoe Ornaments 


To aid in finding just what you Donates Finck C1 Shoe Trees 


want, please inform us as fully 
as you can regarding your re- 


quirements. 


Address Shoe Store Service Dept. 
Boot and Shoe Recorder 


189 W. Madison St. 
Chicago, Ill. 


1/29/27 





BOOT AND SHOE RECORDER 


January 29, 1927 


Shoe Market News 


Sources of Supply That You Should 
Follow—Weekly Opinions of 


° Business in the 
St. Louis wholesale district 
is better than fair. In fact, the vol- 
ume piled up so far in January is 
greater than that recorded a year 
ago. The salesmen are getting under 
way and the large houses report 
good business from all sections of 
the country. While the South was 
expected to show some signs of dul- 
ness, here is the reply of the sales- 
manager of one of the largest gen- 
eral line houses in answering a 
question regarding the situation in 
the South and its effect on business: 

“We are doing much better than 
we anticipated. The depression 
seems to have disappeared, and par- 
ticularly the mental depression, 
which we believe was more severe 
than actual conditions.” 

It is recognized by everyone, how- 
ever, that some sections are not in 
the best circumstances, but when 
speaking generally of the situation 
no spirit of pessimism prevails in 
the wholesale district. ‘The mer- 
chandise manager of another large 
house said: 

“They’re buying parchment and 
patent trimmed shoes, and when I 
tell you that the story is complete. 
I have a suspicion that after the 
orgy of high colored shoes there will 
be but two things to turn to—either 
white or patent. For my part, I’m 
inclined toward the patent tendency, 
which was so pronounced during the 
early summer season last year and 
held well throughout the season.” 

All the St. Louis houses which 
exhibited their lines in Chicago re- 
ported one of the biggest bookings 
ever made at the convention. 

The credit situation as reported 
in a number of the houses is not 
highly encouraging. For some rea- 
son, collections are slow, but with 
the opening of spring business it is 
expected the situation will be eased 


considerable. 

Bo Colors continue to be 
StOM. ithe high spots in the 

“What shall I buy for Easter?” ques- 

tion. Local manufacturers are ad- 

vising the retail trade that only 


Leaders of Industry 


about six weeks remain for the 
making, if they would get their spe- 
cial ideas incorporated in their 
shoes and get them into their stores 
by March 14 in season for a good 
Easter business. In addition to 
parchment shades, shell gray in 
combination with blue is talked of; 
and black in combination with a 
dainty trim of some light color, 
either plain or paisley. Some of the 
new light, printed leathers, black 
with little white pipings, are also 
being specified by some of the mer- 
chants. In the words of one of the 
big buyers visiting a Boston sample 
room last week: 

“We are going to have two spring 
seasons this year—the first to open 
with the light colors, to go with the 
greens and browns and blues of the 
gowns, and then a little later on we 
will prepare for the blacks, ‘dolled 
up’ with white.” 

A brand new dress sport model in 
a line displayed here was of black 
patent with a square toe, tie effect, 
with “polka dots” in white on the 
high tongue, and “polka dotted” heel 
in medium height. 

Fancy and high grade leathers are 
in as much demand as ever, and local 
houses report that they have on 
their books names of manufacturers 
of grades to retail at prices of $5 
and $6 “alongside of” those making 
shoes to retail as high as $20 a pair. 
This they attribute to the demand 
of the retail trade, that “simply 
must” have a certain shade or color 
combination regardless of whether 
they are turns, welts or- McKays or 
any other process. 


Cincin- 
shoe 


The 
nati 


® o ¢ 
Cincinnati 
manufacturers are very well satis- 
fied with the business resulting from 
the Chicago Style Show. Merchants 
were not slow in placing orders 
which are still being received in 
quantity to keep factories busy for 


some time to come. One local plant 
is sold up to April 1. Manufacturers 
feel that buyers really do base a 
large share of their orders for 
spring footwear on styles and colors 
shown at the show, feeling that the 


best and most staple styles are 
picked from the many shown by the 
salesmen. To induce buyers to place 
orders three or four months in ad- 
vance can no longer be done, but 
more steady buying has resulted. 
The light shades with the variety 
of new names were bought as was 
anticipated, but the demand for pat- 
ent with colored trimming is un- 


abated. 

° The local shoe 
Haverhil industry con- 
tinues to show steady improvement. 
Cutters have been called in by the 
majority of the plants and the 
spring run is on. Early opening of 
the 1927 season, predicted a few 
weeks ago and strongly advocated by 
local shoe men, did not materialize 
except in a few instances. Buying, 
however, which began when the 
buyers assembled in the Chicago and 
Boston markets, continues. Volume 
is still unsatisfactory, but salesmen 
now in their territories are expected 
to swell present business, with the 
result that a very profitable pre- 
Easter business will be enjoyed. 

Fanciful shoes are giving novelty 
manufacturers opportunity to dis- 
play their skill, but not without en- 
countering numerous _ production 
difficulties. The fancy shoes are 
sure to slow down pair production, 
not to mention difficulties to be ex- 
perienced in the fitting rooms. 
Styleful shoes, however, are the de- 
mand and the shoe men are out to 
supply them. The colored kid situa- 
tion is but little improved, with the 
better grade tannages in pastel 
parchment, rose blush and the in- 
ereasingly popular stone and shell 
gray in shortage. Black satins and 
patents are being introduced in an 
effort to divert buyers from kid, and 
some firms have been successful in 
promoting these lines. 

Heel factories are already very 
busy in the industry, also the cut 
sole plants. The shoe plants have 
picked up markedly during the past 
two weeks and local conditions now 
appear to favor the placing of new 
business at once into the plants. 





January 29, 1927 


Shoe men report 
Brockton very good busi- 
ness picked up at the recent Boston 
Style Show and at the exhibit held 
in Chicago, and with reports from 
salesmen continuing to be optimistic 
the outlook here is better than for 
quite some weeks. Production fig- 
ures likewise indicate an improved 
tone, shipments passing the 7000 
case mark for the first time in sev- 
eral weeks. The factories have not 
reached full production as yet, but 
most of them are gaining steadily in 
output. 

Nearly 70 per cent of the orders 
now on hand are for tan shoes, with 
the remaining call for blacks and 
some sports. Each succeeding day 
sees the color combinations for men’s 
lines more alluring than ever. The 
swing to higher heels also is going 
better and more than two-thirds of 
the high heel shoes are being made 
on the custom toe last. 

Pastel and parchment shades are 
being used to a considerable extent 
both in entire shoes and in attrac- 
tive trims in the women’s lines. 
Some handsome tans with parch- 
ment and reptile trimmings are be- 
ing turned out. Strap patterns with 
spike heels constitute more than half 
of the orders. 


With more ease and 
speed than was ex- 


Lynn 
pected, orders for spring and Easter 
shoes are going through the shops. 
“Increased productivity” is the rea- 


son assigned. Makers, now more 
skilled and experienced in producing 
novelties, are handling them faster 
and better. In styles, something 
new is always coming along. More 
blacks, especially patents, were re- 
ported this week—not a turn to 
blacks, but just a filling in of stocks 
of black shoes, desired by conserva- 
tive folks as well as by women who 
wish to change from blacks to colors 
and from colors to blacks. Several 
shoe firms report that orders for 
pastels and other light colors con- 
tinue ahead of supplies of leather, a 
not unhealthy condition. When de- 
mand exceeds supply, business is 
good. Some pumps of red kid, also 
of blue kid, appeared in a high grade 
shop last week. Fine buckles of 
metal, and of ample size, provide the 
trim of both color and design. Some 
blue suéde shoes with silver kid 
trims are selling well with another 
firm. 

Fancy leathers, such as gingham 
kid, cross-cut calf, delicately em- 
bossed grains and some reptiles, are 
used for quarters and heel covers, 
while toes are plain and shanks are 
open, semi-open or inset or strapped. 
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The-main idea is to emphasize the 
style of the heel, for every woman 
knows that eyes are focused more 
on heels than on toes as she moves 
along. An open shank pump, with- 
out straps, is one of the cleverest 
and newest specimens of shoe styl- 
ing in Lynn. Novelty eyelets, in 
combinations of colors, are used in 
ties. A scalloped quarter over a 
scalloped counter is a feat in styling 
the like of which has not been seen 
before. 

Heels range from 4/8 to 24/8 for 
extremes, with some very good style 
men predicting volume business on 
medium height heels. But it is the 
lines of the arch, rather than the 
height of the heel, that are the 
smart and attractive features of 
new models. 

Tanners are showing new opales- 
cent and luster leathers, which 
promise a further development of 
styles on the basis of colors. Foulard 
and percale calf have lately ap- 
peared. 


Are Women’s Feet Changing? 
By Harry Bristow 
Of Goodwin Bros., Lynn 


“Are feet of 
women chang- 
ing? We last 
makers never 
were more par- 
ticular about 
measure- 
ments, and 
never before did 
we make as 
many sizes and 
shapes of lasts 
as we are now 
producing. We realize that the 
effort to get more shoes fitted right 
leads to a demand for more sizes. 
But we suspect, from certain mat- 
ters which come to our attention, 
that women’s feet are changing. 
We would like to hear what may be 
the experience of fitting clerks in 
the matter. Feet change as customs 
change. This is a rule of the prog- 
ress of the race. Feet are thick, 
broad and stiff among. people whose 
toil is heavy. Feet become lighter 
of line, more flexible, possibly slim- 
mer, and more high of arch and 
symmetrical as daily tasks become 
lighter. We all know that women 
have changed their customs of daily 
living during the past few years. 
Have their feet changed in shape and 
measurements sufficiently to affect 
the fit of shoes? Is it possible that 
the fashion of high heels, now so 
common, is caused by arches rising 
higher?’ We accept the statement 


Harry Bristow 


that shoe clerks are more particular 
about sizes and shapes because they 
know more about the feet. But we 
think it an open question as to 
whether or not feet are changing 
in shape and measurements.” 


Mil k Salesmen 
1LWaUuUKECEC for the Mi- 
waukee manufacturers have only 
been on the road for about a week 
now, and the volume of business al- 
ready sent to the factories indicates 
that the spring season will be very 
good. A good lot of orders have 
been received by the Harsh & Chap- 
line Co. and a good business was 
done at the Chicago show by this 
company. It reports, however, that 
the trade is not buying far ahead, 
and this is characteristic of the en- 
tire business, according to other 
manufacturers here. 

Light shades in men’s shoes are 
being taken in good quantities, ac- 
cording to the Walter Booth Shoe 
Co., which gave a favorable report 
on business, stating that last week 
was one of the biggest it has ever 
had and that it expects the future 
ones to surpass the volume of the 
first week. At the F. Mayer Shoe 
Co. it was said that the buying had 
opened up rather slowly but that it 
was gathering impetus. The style 
shoes are made up mostly in colors, 
although the company is also manu- 
facturing a line of black patents 
with colored trimmings which is be- 
ing received favorably. Light col- 
ored kids are good, but Mr. Mayer 
reported that the calfskins are mov- 
ing better, due to the fact that they 
are lower in price. 

The Huth & James Shoe Manufac- 
turing Co., Milwaukee’s newest shoe 
manufacturing plant, reports that 
its business for spring is opening 
up as well as can be expected and 
indications point to a good volume. 


Williams, Clark & Co. Again 
Making La France Shoes 


LYNN, Mass.—The firm of Williams, 
Clark & Co., has been reorganized and 
incorporated and is now busily engaged 
once more on the manufacture of 
women’s footwear bearing the well 
known La France trademark. The 
head of the reorganized company is 
F. A. Donahue, who has been elected 
president and treasurer. 

Production will be confined to fashion 
welts and Littleway Process shoes de- 
signed to retail in the medium price 
range. All shoes will carry the La 
France trademark, which was first in- 
troduced to the trade forty years ago 


-and it is the aim of the new organiza- 


tion to see that its merchandise is fully 
up to the standard established by the 
founders of the business. The country 
is being covered by six salesmen, all of 
them now in the field. 
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SUFFICE LAST DELITE LAST 


In Stock 


B-281—Patent Leather, Black , 
271 -Rose ; + 
. ° —Patent 
Titian Lizard Tri 7.00 Menihan Arch-Aid Covered Heel—Light Bdge 


Covered Heel—Lighi Edge 
Shoes — scientifically 
— correct footwear em- 
bodying comfort and 
style in patterns that 
are up-to-the-minute 
and popular—ready for 


Immediate Delivery. ee eS 
B-581—Golden ipod Kid 
B-717—Patent Leath 
Solid Leather Heel with Rubber Top 


SAMARITAN LAST 


SUFFICE LAST 
* Covered Heel—Light Bdge 


SUAVE LAST 
PATSY LAST 


B-331—Patent Leather, Black 
Pin Seal Underlay 
B-341—Black Kid, 
Covered Heel—Light Edge 
B-261—Black Glace Kid $6. 17— B ae 
Solid Leather Heel with Rubber Top B-417—Harvest Brown 


SUFFICE LAST 
SUCCOR LAST 


PATSY LAST 


B-907—White Kid 86. , 
Covered Cuban Heel—Light Edge 98.00 
B-507—Black Glace Kid 6.00 B-117—Black Glace Kid 
B-707—White Reignskin Cloth. ll Solid Leather Heel with Rubber Top 
ee ie Brown Kid 


Shoe Co. 


MANUFACTURERS & DISTRIBUTORS 


Roches rx er, ’ ate. 2 Send for Catalog and further 


AAA,5 -9 A,4 -9 C,3%-9 details regarding Business 
AA, 4%-9 B, 3%-9 D, 3%-9 BOW Te ee ee eee See: Building Agency Plan 
Los Angeles, 107 E. Sth Street 
Oakland, 424 Bellview Ave. 
Cleveland, 1599 Union Trust Bldg. 
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Who’s Who on the Road 


The Men We Tell About Are the Ambassadors of Trade 


They Carry Shoes and Merchandising Ideas into Every Town 


J. G. Maroon in 
South for Paristyle 
Footwear Mfg. Co. 


W. M. Oakman, 
with Norman & 
Bennett, Inc. 


in the Nation 


By HELEN M. HANEY 


Chas. A. Moder, 
Pres., So. Calif. 
Shoe Travelers’ 
Assn., Los Angeles 


Dick (A. P.) 
Richards, with 
Lape & Adler Co. 


Fred A. Yeaton, 
Secy., So. Calif. 
Shoe Trav. Assn, 


Los Angeles 


H. V. Nichols, 
with Cambridge 
Rubber Co. 


Homer H. Beais, 
“A Hoosier Boy” 
Vice-Pres., N. S. 


rs me 


H. J. Wagner, 
with A. M. Creigh- 
ton 


V. NICHOLS, who covers 

e “The Old Bay State” for the 
Cambridge Rubber Co., greeted 
visiting buyers at the company’s big 
booth at the Boston Buyers’ Shoe 
Style Show at the Copley Plaza re- 
cently. Mr. Nichols reports . that 
Raynboots are going very strongly 
and that the new colors in this line 
are “making a hit” with the trade. 
He says that all of the Cambridge 
salesmen are looking forward opti- 
mistically to a fine 1927 business. 


NDIANAPOLIS is now back from 

the N. S. T. A. “meet,” feeling 
that they have made a “clean-up”— 
with a $200 cash prize, a loving cup 
for greatest gain in membership, a 
National Vice-President, and the 
N. S. T. A. convention for 1928 
“stowed away.” Director Dallas 
Crooke writes us that the “Hoosier 
Staters” feel that they have taken 
everything excepting the other boys’ 
shirts. With such a good start, The 


Indiana Shoe Travelers’ Convention 
are now preparing for the best con- 
vention ever held in “their neck 0’ 
the woods”—Feb. 14-16; 125 lines on 
display, and over 600 retail shoe 
merchants expected. “Everyone is 
invited—the more, the merrier,” 
says Director D. F. C. And Homer 
Beals, N. S. T. A. “Vice-Prexy,” 
says, with the Hoosier boys, “Thank 
You” to all who so loyally assisted 
Indiana in “Bringing home the 
bacon.” 


HE first luncheon of the South- 

ern ,California Shoe Travelers’ 
Association was held on Jan. 4, at 
Hotel Hayward. There were twenty 
present—five new members have 
joined since the meeting a week pre- 
vious. Halsey Elwell, reelected vice- 
president, brought in three of these 
new members. Weekly luncheons at 
12 o’clock every Monday will be a 
weekly feature of the organization’s 
work. 


-— J. WAGNER, well 

known in the New England 
trade, who was associated with the 
former firm of Chipman-Harwood 
Co. for many years, recently took on 
the representation of the A. M. 
Creighton line in Massachusetts, 
Connecticut and Rhode Island. 


P. (“DICK”) RICHARDS, who 
@formerly traveled New Eng- 
land territory successfully for Utz 
& Dunn Co., recently lined up with 
Lape & Adler Co. and is now cover- 
ing his old territory—New England 
—for this house. “Dick” takes this 
means of notifying his old friends 
that he will call on them as soon as 
possible and that on all orders which 
he will write he will guarantee de- 
livery in time for the Easter trade. 


M. OAKMAN (“OAKEY”), 
@ who covers the big trade of 
the West for Norman & Bennett, 
Inc., returned to Boston recently 
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Chicago and New York Style Conventions Predict 


DEAUVILLE SANDALS 


Will Predominate 
for Spring 





NOW IN STOCK 





WIDTHS 
SIZES 


COLORS 
ALL LASTS 
PATTERNS 
HEELS 


Insure Delivery—Order Now 


JEFFERSON IMPORT CO., Inc. 


47 West 34th Street, New York 
MARBRIDGE BUILDING 











In Pink 
Professio n al Satin, White 
Hardand Satin, Black 
Soft Toe Kid, Black 
Slippers. Satin and 

White Kid. 


CAPEZIO BALLETS 
—A Source of Extra Profit 


The name CAPEZIO on Toe and Ballet 
Slippers brings trade to your store and 
adds prestige as well. 


Patrons who are attracted by this name 
invariably become steady customers for 
their shoes too, so you have in this line a 
source of double-barreled profit. 


Why not act as CAPEZIO’S agent in 
hal town? Write to-day for our special 
plan 


g 











Established 1887 


209 West 48th Street New York wee 





It Is Profitable to Keep in Touch 
With the Boston Market 


Keep in touch with this market at all times through the 
services of a specialized reputable shoe buyer, with 10 
years of shoe buying experience in this market; to keep 
you informed on. style trends and market conditions; to 
buy just the shoes you want, when you want them for 
your depleted stocks; to take advantage of special sale 
merchandise at below market prices, and to help you select 
the best in style and quality from the most dependable 
manufacturers. A combine of clients who I am purchasing 
for, assures you the added advantage of rock bottom prices. 
This service will save money for you. Write for further data, 
and weekly bulletin of current bargains. 


LEWIS B. GALLANT 


Resident Shoe Buyer 
113 Lincoln St., 




















You will find in Greeley Boudoirs 
a practical, everyday household slip- 
per such as women enjoy buying and 
wearing. With leather or rubber 
heels. Black or colored kid in stock 
for immediate delivery. If your 
jobber cannot supply you— 

write us. 


A. W. GREELEY 


Manufacturer 


Haverhill Mass. 
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This is the Harsh & Chapline Shoe Co.’s group of “live wires” assembled 
*round the festive board, during sales conference days, at the Plankinton 
Hotel, Milwaukee, Jan. 12, 1927 


after a successful 17 weeks’ trip. 
“Oakey” covers a territory which 
he has “made” for a long time and 
where he has merchant-friends ga- 
lore—from Cleveland to the Coast, 
and “all up and down the line.” 


ILLIAM E. (“PINK”) GER- 

RISH, who travels New Eng- 
land and New York for Dodge Bros., 
met with an accident the morning 
before Thanksgiving while on his 
way to the Boston office, which neces- 
sitated his staying first at a hospital 
and then at home until the past week 
or two, but now he comes down to 
183 Essex Street each morning with 
the aid of a cane. He is convalescing 
nicely and in a short time expects 
to be out on the road once more. 


S. THOMAS, formerly with 

@the Thomas G. Plant Co., 

now travels for the Ground Gripper 

Shoe Co., covering from Richmond 

to Florida everything east of the 

Mississippi River. Mr. Thomas left 

on his third trip Jan. 5. He antici- 

pates opening up many Ground Grip- 

per agencies through the South, 
with headquarters at Atlanta. 


L. IMIG, with the Rich Shoe 

@Co., was unanimously chosen 
as president of the Badger State 
Boys at their recent annual meeting. 
Other officers at the helm of the Wis- 
consin Shoe Travelers’ Association 
are: C. W, Johnson of the Adams 
Shoe Co., reelected secretary-treas- 
urer; John Kowalsky of the Walter 
Booth Shoe Co., vice-president. Gov- 
ernors elected were Frank Larkin of 
the Freeman Shoe Mfg. Co., Fred 
Schmidt of the James Shoe Mfg. 
Co. and Leo Brandenberg of the 
Adams Shoe Co. J. R. Gregg of the 
S. J. Brouwer Shoe Co. gave what 
was voted “one of the best talks 


ever.” Paul Becker of the F. Mayer 
Shoe Co. and “Herb” Dixon gave 
short talks. Frank Larkin won the 
first attendance prize, John Kowal- 
sky the $2 prize. 


C. OGDEN has been appointed 
@as special representative of 
the Interstate Shoe Co., Manchester, 
N. H., to visit the large accounts in 
the Easter section of the United 
States. Mr. Ogden will make his 
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headquarters at Philadelphia and 
will spend a very large part of his 
time in the Greater New York terri- 
tory. He will also call on his 
“legion” of friends in Western Penn- 
sylvania and West Virginia terri- 
tory. Ogden is one of the best 
known and best liked boys on the 
road. 


B. CUBBISON, formerly with 

E. E. Taylor Co., is now asso- 
ciated with the Capitol City Shoe 
Co., Augusta, Me. “Cubby” will 
represent this line of men’s popular 
priced footwear in New England, 
New York State, Pennsylvania and 
Ohio, covering a large part of his 
own territory and calling on the re- 
tail trade. 


ACK WALBENSTEIN of Oak 

Park, Ill., and J. L. Sullivan, for- 
merly representing the Valley Shoe 
Co. and the Excelsior Shoe Co., have 
recently joined the salesforce of the 
Roth Shoe Mfg. Co. Jack Walben- 
stein will cover Illinois, while J. L. 
Sullivan will cover Arkansas, Louis- 
iana, Mississippi and Oklahoma. 


The Charles Meis Shoe Company, Cincinnati, held a Convention which lasted 
the entire week of Jan. 9, to celebrate the biggest show in the history of the 
firm, All salesmen came in from their territories and meetings were held each 


day, where 1927 plans were discussed. On Wednesday night, Jan. 12, the 
Annual Banquet was held at the Cincinnati Business Men’s Club, and Thurs- 
day, Jan. 13, was spent in inspecting the factory. A unique part of the Con- 
vention was a display room arranged on the fifth floor of the building, occu- 
pied by the firm. Special lighting features, rich draperies, and beautiful 
fixtures were installed by Joseph Zeigler, assisted by George Stall and W. B. 
Luke. The settings were arranged to resemble retail store show windows. 
The picture above, snapped in the display room, shows (row standing at left) 
Joseph Zeigler, Director; Sidney Eisman, Vice-President; Gus Levy, Vice- 
President; Arnold Brunsman, Treasurer; Maurice Pleatman, Service Manager. 
First row, seated: Walter Koch, Indiana, Salesman; John Erpenbeck, City; 
Ben Jacobs, Virginia and West Virginia; Lou Stern, Louisville and Indiana; 
Herman Feinstein, Texas and Oklahoma; Isadore Netter, Director. Second 
row: Jonas Hahn, House Salesman; Albert Schwartz, Memphis and Arkansas; 
Gabe H. Cohn, Ohio and Indiana; Joe Luckey, House Salesman; Julius Hahn, 
City; Charles Levy, Secretary. Third row: C. L. Gillespie, Detroit; M. A. 
Mondshine, New Orleans; Fred Greifenkamp, Ohio and Kentucky; J. A. 
Hanson, Iowa; Harry Saatkamp, Indiana and Illinois; Charles Jacobs, House 
Salesman; B. Glick, Tennessee. Fourth row: Edw. D. Kohlman, Mississippi 
and Louisiana; George Stall, Superintendent; Frank Olding, Ohio and Ken- 
tucky; W. J. Morse, Toledo and Northern Ohio; H. Simon, Florida and 
Georgia; Morris Marlow, Alabama; Fred Mace, Sample Room Manager. 
Fifth row: J. J. Mitchell, Credit Manager; W. B. Luke, Advertising Man- 
ager; D. H. Brown, Michigan; George Zumvorde, Ohio and Indiana. 





WHERE TO BUY 


Men’s Shoes 





NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


B. W. COOK, President 
N. Y., U. 3. A. 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers ef 


MEN’S FINE 
SHOES 





























RADE ONLY” 


EAST WEYMOUTH, MASS. U.S.A. 








HENRY LILLY CO. 
88-90 Reade St. New York 
AUCTION TRADE SALES 


of 
SHOES and RUBBERS 
Every Wednesday and Friday 
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Upper left—The Robinson Shoe Company of Kansas City, Mo., offers this smart tie in black 
suede 


suede with pin seal trim; and in mauvette brown 


with cherry patent trim. 


Lower left—Another one from the same city is cut-out oxford in black kid or in all-over 


black patent. 


Sold by the shoe department at Kline’s. 


Lower right—Atlanta offers this patent Colonial pattern—Atlanta in this case being repre 
sented by Carlton’s on Whitehall Street. 











Covering the Entire Country in a Telegraphic Style 
Survey Giving Positive Information 


ANAGER D. BROWN of the 

Lafayette Boot Shoppe, Buf- 
falo, reports a very good season. 
The store carries women’s shoes 
only, in the $5 and $6 classes. 
Black satins are selling best at 
present and also led the holiday 
sales. Blonds and grays follow in 
order of popularity, along with 
step-in pumps in all leathers and 
with big beaded buckles. Buckles 
and hosiery held up well during the 
Christmas season and received a 
very heavy play. Manager Brown 
predicts that this year is going to 
be a banner one for light colored 
overshoes, especially in the gray 
and tan tweeds. He adds that these 
same overshoes have had a wonder- 
ful sale this season, but thinks that 


next season they will be even more « 


popular. 


ALPH LEVY, owner of the 
Guarantee Shoe Store, Little 
Rock, Ark., states that black patent 
leather is selling by far the best of 
all shoes. The heels are the spike 
and box, 13/8. Light colors are 
moving slowly. Mr. Levy thinks 
parchment and gray will be popu- 
lar in the near future. 


J. CREGO of Harrisburg, Pa., 
@ predicts that with sport 
wearing apparel of all kinds con- 
tinuing to be increasingly popular, 
more men’s sport shoes will be 
sold this spring than in the early 
months of 1926. Women who are 
looking for the higher priced wom- 
en’s shoes handled by Crego for 
the spring trade prefer long vamps 
and narrow toes and want their 
footwear in light grays and light 
tans. 


E. PHELPS of Piedmont 

@ Shoe Co., Greenville, S. C., 
thinks stone kid, parchment and 
ivory with reptile trimmings are in 
line for a strong run during the 
coming late winter and early spring 
months. “Big colonial tongues,” 
continued Mr. Phelps, “are very 
fashionable, both in the colored kids 
and black satin vamp with the 
basket weave quarters. All kinds 
of fancy straps and buckles will be 
in demand, I believe. Rhinestone 
ornaments are coming back strong. 
In spite of the inroads of the fancy 
colors, I look for black patent 
leathers to hold their own pretty 
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Upper right—An adaptation of the Colonial type, with leather bow instead of buckle. 
Shown by the Chandler Boot Shops of New Orleans. 


Lower left—Fancy oxford model shown by the Queen Quality Boot Shop of Minneapolis. 


Lower right—The “Avalon,” sold in black patent with cherry trim, or in tan calf with 
shark trim, by M. Rich & Bros. Co., of Atlanta. 
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WHERE TO BUY 
Men’s Shoes 


rer ee 


STOCK DEPT. 5 


SNAPPY SNAPPY 
ACTION! STYLES! 
“They've Cot to Be Stetson 
te Be Snappy” 


THE STETSON SHOE CO., Inc. 


—" 











South Weymouth, Mass. 








BIon F-REYNOLDs Cou, 


BROCKTON, MASS. 


a Ee er 


WHERE TO BUY 
Children’s Shoes 


ee 





well. They have been good and I 
expect them to hold on pretty well.” 


HE Nisley store in Knoxville, 

Tenn., reports that a tan three- 
eyelet tie reptile trimmed proved 
the best seller for the month. In 
fact tan seems to have at last sup- 
planted the popular demand for 
patent that has kept in the lead for 
the past three months or more. A 
“Stroller” calfskin in the three-eye- 
let tie with sauterne trimming and 
14/8 heel is one of the more re- 
cent arrivals in this shop and one 
that is proving a very successful 
seller. The Nisley “Arch Comfort” 
shoe is bringing numerous repeat 
orders also. This shde is fashioned 
in two styles of six different mate- 
rials. 


AX ZANDER, owner and man- 

ager of Zander’s Boot Shop, 
Buffalo, N. Y., finds a-marked ten- 
dency among older men toward 
types with rubber heels and narrow 
toes. The younger generation still 
insists on the broad toe last with 
leather heels. 

In women’s shoes the Zander 
Boot Shop is having a wonderful 
black patent season in the narrow- 
toed, long-vamped footwear. French 
heels have not found much favor 
among the patrons of this popular 


bootery. In evening shoes, silver 
kid, either in the pump or one- 
strapped style, have led and are 
still leading the way. 


ORRIS ELLIS of the Ellis 

Shoe Store, Nashville, Tenn., 
reports that patent straps and 
pumps are being sold in big num- 
bers. Parchment and parchment 
with Paisley trim also are in high 
favor. “It seems early for light 
shoes,” he comments, “but the de- 
mand already is here.” 


ILLIAM W. SPRAGGE, man- 

ager of the Hanan shoe store, 
says that “men are more and more 
looking for comfortable shoes, but 
the women still have the style bug! 
The balloon style in men’s shoes 
is dead but the younger girls are 
seeking even higher heels than the 
present French ones. Spring will 
find the women going for lighter 
and softer shades of kid, shoes that 
will harmonize with any article of 
dress.” In men’s shoes, Mr. Spragge 
reports that 60 per cent of the sales 
are in tans. He states, however, 
that the blacks are on the gain. 
The men are calling for a comfort- 
able shoe in a plainer style. Con- 
sequently the grains and brogues 


“ELAM” 


Flexible Turn Shoes 
For the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 


ROCHESTER, N. Y. 








Boston Office, 183 Essex Street 
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WHERE TO BUY 
Standard Shoe Materials 


est Virginia 
The et I ats to 


Uniformity. 


Pulp Products Department 
WestVirginia Pulp& PaperCompany 
Detroit NewYork Chicago 








The One 
Wate 

eather That 
Takes and Re- 
tains a Polish 


CREESE & COOK CO. 
Tanneries at Danversport, 95 South St., Boston. Mass. 
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WHERE TO BUY 


Men’s &@ Women’s 
Slippers 





PARISTYLE FOOTWEAR MFG. CO., INC 


Washingt re N. ¥. 

New York Office Room 116 328 B'way 
HIGH GRADE TURN MULES and D’ORSAYS 
Satins, Kids, Brocades and Fancy Patterns. 


T $24.00 per doz. and Up. 


IN STOCK 
Romeos — Operat 
Everetts 
Golden Brown Kid 
—Hand Turned—8 
Iron Sole—Rubber 








Bend for Bompies 
ROTH & ROSENBERG SHOE CO. 
124 N. 3rd St.,. Philadelphia 











"Of the Better Grade 
for Better TradeZ 


Best~ Ever 
Slipper Co. 
75 Front St. 

Broo 
New York 








Novelty Slipper Co. 


Makers of 
Beudoir Slippers of the 
Better Kind 


121-181 West 19th Street 
New York City 
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REGISTERED 


RED BLACK 
Swan Shoe Co., Baltimore, Md. 











WHERE TO BUY 


Miscellaneous 





ATLANTIC PRINTING CO. 
SEAVER-HOWLAND PRESS 


Producers of Distinctive Shoe 
Catalogues and Shoe Booklets 


470 Atlantic Avenue Boston, Mass. 
Telephone LIBerty 8673 
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Upper right—A low heel evening slipper in gold or in silve> brocade, sold for $8.50 by 
the H. M. & R. Shoe Co., of Toledo. 


Lower left—Another evening slipper, this one of glace kid in pastel colors embellished by 
silver kid trimming and selling for $22.50 in the I. Miller store in Los Angeles. 


Lower right—A decided novelty in strap models is this combination of suede and glazed 
kid in the line of Hammersmith’s, Houston, Texas. 








are not moving off the counters 
very speedily. 

“This season the patent leather 
evening shoe has completely routed 
the dull leather model. I have sold 
ninety-five pairs of patent leather 
shoes to five pairs of dull. In wom- 
en’s evening wear the silver kid 
and the brocade kid are still in the 
lead. For afternoon dress wear the 
black satin pump is coming back 
into favor.” 


ARZFELD’S shop on Petticoat 

Lane, has a novelty in a 
woven leather sandal in almost all 
of the spring shades and with novel 
designs. The sandal comes with 
either a leather or a crépe rubber 
sole and has been imported from 
Vienna. It is exclusive with Harz- 
feld’s. The woven part is from cut 
leather strips arranged to give the 
effect of a fiber construction. The 
leather soles are brought smooth 
over the joint of the top, no break 
between sole and top being appar- 
ent. The style is offered in num- 
bers suitable to street wear, and 
the number with the crépe sole is 
expected to be extremely popular 
for sport wear. All styles sell for 
$10. 


HE exodus of sojourners from 
Baltimore to Florida, the play- 
ground of America and other 
Southern resorts, is proving a boom 


to the sale of advance summer 
styles in women’s footwear. White 
kid as well as rose blush, blond 
and gray kid and other shades and 
styles to date have been the choice 
and would indicate that these will 
be among the popular numbers dur- 
ing the coming summer months. A 
good demand for evening shoes 
continues. The recent cotillon, at 
which several debutantes made 
their local début, coupled with the 
dinners and parties held in connec- 
tion with it, as well as the social 
functions incidental to the inaug- 
uration of Gov. Albert C. Ritchie 
of Maryland, has served to help 
business in evening and dress 
shoes. 


ALLAS shoe merchants are of- 
fering a variety of designs 
and materials in ladies’ footwear 
for spring. They report business 
good on the latest styles. Reptile 
trimmings continue to find favor. 
hort vamps and spike heels were 
the vogue in most shops. 
Neiman-Marcus Company said 
their best sellers were Inwood 
straw slippers in black satin or 
black patents with cherry strap and 
trims, short vamp and spike heels. 
Another good seller was kid with 
reptile trim. Some of the social 
set showed preference for black 
satin ties with heels and trims of 
silver kid. This company also re- 
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What Is Selling 
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Above—Blucher pattern in a man’s oxford with semi wing tip and round toe selected from 
the line of the Innes Shoe Company, Los Angeles. 


Below—Stix, Baer & Fuller of St. Louis offer this semi-conservative model in black and tan. 


WHERE TO BUY 


Shoe Ornaments 





MAZER BROTHE 


Newest Importations 
Cut Steel and Rhinestone 


SHOE ORN 
Studded Heels ~ 
6°8W.32ndSt.New 


WHERE TO BUY 
Ballet Slippers 


omer te 





BALLET SLIPPERS—IN STOCK 
of the unusual kind 
8102 Bik. Glazed Kid, Soft Toe 
iid’ 
Miseoe f Wp A my ie 
Wemen’s te 6— 1.45 
Alse Hard Tees 


SCHWARTZ & HERDER, Inc. 
jalists in Ballet Manufacture 
241 No. 11th Street - Philadelphia, Pa. 





ee 





ported good demand for a new style 
oxford in monkey skin color kids 
with darker trims in spike or block 
heels. 

Paul’s, a popular priced shoe 
house, found shell gray kid with 
darker kid trims, parchment kid 
with rose blush trims and light tan 
or gray kids with reptile trims, all 
with short vamps and spike heels, 
the best sellers. This company said 
one of the best sellers is a design 
with square toes. 

The Cinderella Shop, an exclu- 
sive shoe house, said its best sell- 
ers were pastel parchment kid with 
cherry patent wing tongue, shell 
gray kid with silver silk wing 
tongue and gray or light brown kid 
with reptile trims. 


ENNETH KERNAN, manager 

Mabley & Carew Shoe Depart- 
ment, says that until the past week 
“we have had a most unusual busi- 
ness for this time of the year. This 
rainy weather, however, has put a 
damper on our business for this 
week. We are anticipating a col- 
ored kid season, with parchment 
shades to lead and gray in some 
demand. The new styles are sell- 


ing when shown. The retailer is 


wise to remember his black shoes 
—as patent with trim is still very 
popular. We are showing for the 
early season, step-in pumps in col- 
ored kid and patents, with a nov- 
elty vamp and gingham quarter in 


contrasting colors, and 21/8 spike 
heel. We are finding our correc- 
tive footwear showing a substan- 
tial growth. Style, plus correct fit- 
ting and better grades are respon- 
sible.” 


The Slipper Shop is offering a 
striking tie of opalescent patent 
with tongue and trim of same mate- 
rial. The vamp is short and the 
heel high. The best sellers are kid 
and patent of various colors and 
trims, short vamps and spike heels. 
Titche-Goettinger find the best sell- 
ers are patent step-ins or ties of 
various shades. 


66'N my opinion light blond kids 
will out-sell anything else in 
the shoe lines over the South,” 
states H. F. Griffith, manager of 
Kinney’s, Austin, Tex. Rose blush 
kids and pastel parchments are 
among the leaders for this firm. 
Light grays are also finding a ready 
sale, according to Mr. Griffith. 

Kinney’s was one of the first shoe 
stores to show their spring stock 
in this city, having brought out an 
interior display on Jan. 13. Thir- 
ty-six styles and models are among 
the new stock that will be featured 
this spring by this firm. Of this 
stock there is $4,000 invested in 
light blond kids alone. 

Thirteen eights, seventeen eights 
and twenty-one eights are the heels 
that are demanded by the custom- 
ers of this Texas firm. 





HAND TURNED, BLACK KID 
BALLET SLIPPERS 


IN STOCK 
Women’s, $1.35; 
Misses’, $1.30 
Children’s, $1.25 
ons a - oe semet- 
amples. iy at to. 
ROTH & ROSENBERG SHOE CO 
124 N. 3rd St., Philadelphia 








In Steck Black Bal- 
let Slippers 
Ladies’ $1.25 pr. 
Misses’ $1.20 pr. 
Childs’ $1.15 pr. 


BLOG SHOE Co., INC, 
147 Duane &t., 


N. ¥. 





New York, 











LYONS AND COMPANY 


Hand Tarn BALLETS 
Wo's. Miss’. Ohd's. 
$1.50 $1.45 $1.40 

Also Hard Toes 
IN STOCK 
Send for Samples 

128 Deane St. 

New York, N. Y. 











EW ALLETS 
and Tern, Viel Kid 
Improved In Steck 

Seft Tee: Child's $1.15; 

” $1.20; w 


iS “she” ae 
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WHERE TO BUY 


Women’s Novelties 


os 


Parchment, Rose 
Blush and ShellGrey 
are selling for Spring. 
Samples sent at our ex- 
pense upon request. 


Samuel Cehen Shoe 
72-62 Lineoin St. 
Beeton, Mass. 


_Duane_Shoe G. 
WOMENS’ SPECIALTIES 
Latest Styles at 
Popular Prices 
ays in Stock ~ 
143 ST.~NEW YORK CITY 
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WHERE TO BUY 


Store Fixtures 
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Memos for February 


February 1-5 

By now you should be ready with window trim ma- 
terial and advertising illustrations to use in connec- 
tion with February’s historical dates that are nation- 
ally observed. If not, there’s no time to lose. 


For Lincoln’s and Washington’s birthdays some ideas 
were shown in the Shoe Store Service Section of De- 
cember 25th. For St. Valentine’s day one is given on 
page 43 of this issue. Don’t forget that there are 
many parties on St. Valentine’s Day (the 14th) and 
that shoes for the occasion are in order. 


February 7-12 
Why not have a Children’s Week? 


The normal difference between February sales and 
peak month sales is less in children’s lines than in 
men’s and women’s. Hence a drive on children’s 
shoes will meet with minimum resistance. If chil- 
dren’s lines are given a major display space this week, 
that accentuates the advisability of a decorative tie- 
up with Lincoln’s birthday, which receives considerable 
notice in the schools. 


February 14-20 

Remember that Easter will be exceptionally late this 
year—April 17. That means it is policy to start push- 
ing spring shoes early in order that Easter may later 
give added impetus to sales. Plan to push spring 
business through March. Get your display and adver- 
tising material ready. Some display ideas are offered 
in this Shoe Store Service Section. 


Do you know exactly what you have in stock from 
day to day? That is mighty important just now. If 
you haven’t a comprehensive steck record system in 
use, give it prompt attention. Your salesfolk should 
now be getting daily instructions on what to push. 


February 21-28 

After this month closes there will be little sale for 
your winter shoes. Get them all together now— 
mostly on bargain tables—ready for one “grand exit.’’ 
Run a big strong ad in the local paper, calling atten- 
tion to the savings offered, the probable time remain- 
ing for their use this season and the fact that they 
will be useful again in the fall. Put in a fresh, attrac- 
tive bargain trim. 


Clear as much shelf space as possible for the spring 
styles and be ready to usher in the month of March 


January 29, 1927 





with a tempting display of these. 

















Ideas for Spring Windows 


[CONCLUDED FROM PAGE 47] 


ing variation, and one that will in- 
clude St. Patrick’s Day symbols, 
may be arranged by substituting for 
the circular decoration the lattice 
and shamrock leaf illustrated in Fig. 
6. The leaf is cut out of green 
cardboard. Flowers and foliage 
may be arranged on the lattice, 
which may be painted a deeper green 
than the leaf. 


Spring Show Cards 


The spring show cards should be 
of a more formal character than 
usually used. The arrangement of 
the decorations on the cards repro- 
duced will be found exactly what is 
desired. These cards may be repro- 
duced in black and white, or with 
colored cards and pigments. They 
should not be too large. Smaller 
cards and more or them are recom- 
mended. 

The card in Fig. 7 is decorated 


with a conventionalized lantern. 
The lines are simple and any show 
card writer should be able to repro- 
duce it. The card in Fig. 8 is 
suggestive. Every woman will in- 
stinctively have an impulse to look 
at her own shoes when she sees this 
card. The illustration may easily 
be reproduced by anyone with a little 
talent. The card shown in Fig. 9 
has the banner decoration so famil- 
iar to all card writers and is easily 
reproduced. 

More attention should be given by 
the shoe merchant to his men’s 
trade. There should be more men’s 
shoes sold, and to sell more shoes to 
men more attention to men should 
be given. The decoration on the 
card shown in Fig. 7 is equally suit- 
able for a card exploiting women’s 
footwear, but that in Fig. 9 is more 
appropriate to men’s lines. 

The BooT AND SHOE RECORDER 


Show Card Service offers the mer- 
chant a monthly series of cards that 
will prove valuable and satisfactory. 
Why not write and secure it for your 
own exclusive use in your locality? 
The cards are of a high class and 
will improve the appearance of the 
windows as well as produce more 
sales. 


. James B. Dobyne Dies 


St. Louis—James B. Dobyne, 80 
year old, founder and president of the 
Champion Shoe Machinery Co. of St. 
Louis, and inventor of several shoe- 


making machines, died Wednesday, 


Jan. 12. He came to St. Louis about 
thirty years ago, opening up the shoe 
machinery company five years later. 

He is survived by a son, George A. 
Dobyne, secretary of the machinery 
company, and a daughter, Mrs. Louis 
Frank Mahler. 
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To Sell More 


Rubber 


Footwear 


Profitably 


Feature It in Shoe Store 
Windows Attractively— 


“For the Occasion” 


Northern climes—and this 

means a wide area of this 
country! Never before has_ the 
wearing of overshoes been so in- 
clusive. The flapper who does not 
don extra foot coverings on cold and 
stormy days is the exception and 
looks peculiar. Overshoes are worn 
as frequently with fur coats as with 
rubber coats. Some stores report 
that their women customers like 
high tops; that others prefer the 
short, cuff top. We are presenting 
herewith a view of a making room 
devoted to one of the fashionable 
types of short topped boots, in sev- 
eral fashionable shades, designed 
for evening wear, for snowy days, 
for cold rainy days, for the game, 
and for the spring and fall months 
as well as for the winter months. 
Women workers put on the finishing 
These are busy days in 
gaiter construction, for overshoes 
are strong in the feminine demand. 


S ter and slush prevail in 


NE very good reason for the 

popularity of overshoes is the 
fact that so many of the rubber 
companies advertise them nationally. 
Millions and millions of prospective 
customers read about gaiters and 
look at pictures of them on the feet 
of well dressed individuals appear- 
ing in Sunday rotogravures and in 
consumer publications and in the re- 
tail shoe store ads of the dailies. It 
is overshoes, overshoes everywhere. 
The public cannot escape them, and 
would not if they could. And every- 
body may purchase them, for there 
is a wide range of prices, as well as 
styles, in overshoes, some lots in 
broken sizes and styles and seconds 
selling as low as $2 the pair; but 
the great majority of the stores the 
country over are selling first grades 
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in women’s lines at $5.50 and first 
grades in men’s at $6. 


EPARTMENT store and big 

shoe store managers are devot- 
ing special sections in the news- 
papers to advertising overshoes. 
They state that they have overshoes 
for high and for low heels; they 
stress the fine quality of the uppers; 
they state that the overshoes which 
they are offering have light colored 
linings that will not soil the ho- 
siery; they state that they have 
overshoes in a variety of toes and 
lasts to fit snugly; they state that 
they have overshoes with close fit- 
ting tops; they show cuts of the 
merchandise which they are offer- 
ing. And they “back all of this up” 
by special trims, featuring gaiters 
and the “other members of the rub- 
ber footwear family.” Smaller re- 
tail shoes merchants may with profit 
“follow suit.” 


OR as much depends upon the 

display in the windows as upon 
the newspaper ad, and almost as 
much upon the direct efforts of the 
salesperson. In these days, when 
intensive merchandising is neces- 
sary, the appeal to the eye of the 
ultimate consumer is the first “fight” 
in a successful shoe retailing cam- 
paign. Window displays of rubber 
shoes form an introduction to the 
stock inside the store. The white 
window sticker with the word “Rub- 
bers” in red helps, but this sign is 
the more effective if a few pairs of 
the rubbers are featured just be- 
neath the sign. “Show the Goods” 


is as strong a slogan for rubber 
footwear as for any other kind of 
footwear or commodity. The more 
frequently that the consumer sees 
rubber footwear exhibited 


in the 








Raynboots are here shown in the making, with women workers “on the 
job”—a section of the Cambridge Rubber Co’s plant at Cambridge, Mass. 






shoe store window the more fre- 
quently will he think of it as some- 
thing he should possess—if not now, 
to put by for a “rainy day.” 


O increase sales volume and 

show more profits, it is obvious 
that the retail shoe merchant must 
sell more pairs. In the opinion of 
the leaders in the trade, the easiest 
way to sell more pairs is to display 
them “For the Occasion.” Folks 
need more footwear today than ever 
before. Rubber footwear is as much 
a part of the costume for certain oc- 
casions as are leather shoes. And 
rubber shoes protect the life of the 
leather shoes, as well as the health 
of the wearer. 


HERE are numerous good talk- 

ing points which the merchant, 
himself, knows in the _ successful 
selling of more pairs of rubber foot- 
wear, but perhaps he does not pass 
them on to the public. The public 
learns about rubber or any other 
kind of shoes for sale in a store only 
as it is taught, and one of the very 
best mediums of popular instruction 
is through the eye appeal of the 
shop window. “There is no finer 
medium than window display,” said 
recently Nathan Eckstein of Seattle, 
Wash. No concern can get too much 
of effective window display on any 
product that it wishes to sell. This 
is the reason that the window trim- 
mer of today is a highly trained 
specialist. He studies artistic mer- 
chandise pictures. The old “stock 
boy” of twenty-five and thirty years 
ago, who ran errands, did up bun- 
dles, “swept up,” and “washed and 
dressed” the store windows once a 
month or so, has departed, and in his 
place has come the modern window 
dresser. 
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Classified and Opportunities Department 
RATES AND OTHER INFORMATION 
received at the Boot and Shoe Recorder, 207 moog Street, Boston, Mass., 


insertion will be put over to the following 


4c per word. Minimum Charge 75c. 


LINES WANTED 
ALL 


4c per word. Minimum Charge 75c. 
OTHERS 
7c per word. Minimum Charge $1.25 


ALL DISPLAY SPACE 
Five dollars 


per inch. Allow 45 words to an inch 























SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








Indiana Kansas 
Missouri Nebraska 
Iowa Arkansas 
Oklahoma Louisiana 
Georgia Florida 
To sell the “fastest” growing lire 
of men’s style welts, official Boy 
Scout and foot protection shoes in 
America. 


This line is worthy of representa- 
tion of the very best shoe sales- 
men in the industry and coupled 
with our extensive program of 
Direct, National and trade paper 
advertising for 1927 it will be 
eagerly sought after by every 
wide awake merchant in the 
country. 


Drawing account against liberal 
commission for men of proven 
sales ability who can show estab- 
lished trade in their respective 
territory. State full particulars 
in first letter. 


JOSEPH M. HERMAN 
SHOE CO. 


MILLIS, MASS. 


7 





must 
| Salesmen Wanted 








Dress Comfort 
Opportunity 


A manufacturer of Pg ny Com- 
fort Shoes, ca ing 45 styles In-Stock, 
has added a new line of Wood Heel Turn 

Comforts. We offer the opportunity 
to sell this line, together with our regular 
Comfort lines, on a 6% commission basis, 
Established territories average to pay 
present side-line men an average of _— 

m territories: Ohio and Va.; In- 
diana and Michigan; Lllinois (outside Chi- 
cago) and Eastern Missouri; Maryland; 
Delaware and District of Columbia. No 
applicant considered where more than one 
non-conflicting line is carried. State fully 
your present connection, and full qualifi- 
cations in first letter. Address: 


Vaughn-Towle Co. 
Lynn, Mass. 


BROOKLYN 
SALESMAN 


We want a live wire salesman 
for half of Brooklyn who has 
covered the territory thor- 
oughly and knows where to 
place novelty stouts and wo- 
men’s novelties. An unusual 


opportunity. 


GOLDMAN BROS. SHOE CO. 
158 Duane St., New York City 








TEN MEN’S SHOE SALESMEN 


One of the largest men’s shoe 
manufacturers of undisputed lead- 
ership in staple men’s shoes has 
added a line of Young Men’s Qual- 
ity novelty oxfords. Ten dollar 
shoes te retail at Seven Fifty. 


We will consider only road sales- 
men with yearly es of men’s 
shoes approximating $100,000. We 
want the best character shoe 
salesmen in the United States, and 
are willing to Beg (A a ensate 
such men. e fiat 
statement that c our = campaign 
will be the sensation of 1927. 

Address C-611, care Boot & Shoe 
a 207 South Street, Boston, 

ass. 





SALESMEN WANTED 


for 
Several choice Northern territories. Also 
considering side-line men for Southern 
territories. We manufacture Young Ladies’ 
Novelty Welts at prices ra m 
$2.90 to $4.00. A, B and C WIDTHS 
IN STOCK. The line pays 7% commis- 
sion. Experienced men only need apply. 
Accompany application with complete 
record of past history. 


HUTH & JAMES SHOE MFG. CO. 


Reed and Washington Streets, 
Milwaukee, Wis. 








ARE you interested in line of children’s and 

mth egy A and pane mages ond er ~ 
is. tory Nebraska, Iow: 

Missouri. Address C-578, care Boot and Shoe 

Recorder, 207 South St., Boston, Mass. 





EXPERIENCED SIDE-LINE SALESMAN 
with established trade wanted to sell on 
strai commission our own manufactured line 
4 Bn t puppet for the following states: Okla- 

Arkansas, New Son ores. 
Washing 


ton,’ Idaho, Montana, 

lease give ‘references Me rat informa- 
range in first letter. Address C-612, care Boot 
oot Shoe der, 207 South St., Boston, 
Mass. 





WANTED—A well established Eastern fac- 
tory, making Ludies’ Li ~ re” a $5 
and $6, desires the servi 
salesman for the PACIFIC C COAST. "Tas lot 
trade only. A splendid opening for a High 
Grade man with an old : ~preeme house. 
references to 


Apply with 
Address C-620, 
Care Boot and Shee Recorder, 
207 South Street, Boston, Mass. 








FLA., GULF, MICH., ILL., KANS., 
N °9 +» MO., ARK., OKLA., 
WY6., COLO., N. M. 
Beautiful fast repeating side line in- 
fants’ flexible turns. 28 numbers—all in 
stock—no unpacking—instant display on 
opening case. Straight 7 commission. 
References first letter. 
SCHUYLKILL SHOE CO. 
Orwigsburg, Pa. 








SALESMEN WANTED 


We have a few good territories open. 
If you have a of road selling and 
want the fastest moving line of Men’s 
Dress Shoes in America, write or wire for 
particulars. 


MAULDIN SHOE CO. 
Highland, Ill. 








Good Territories Opened 

For a snappy side line of children’s 

shoes carried in stock. Please state 

lines carried in 

dress C-591, care Boot & 

Ereeee 207 South St., Boston, 
ass. 











SALESMEN WANTED to sell side line at 
leather first shoes Ts and agra 


quality ~ 52 7% commas mission, PRIZE SSE 
ANY, Rochester, 





S ALESMEN WANTED—Salesmen, experi- 
enced. For New York City and Connecticut 
territory for jobber’s general a, to retail 
trade. Address C-610, care Boot and Shoe Re- 
gender, 9th Floor, 239 W. 39th St., New York, 





SALESMAN WANTED—Choice _ territories 
are being taken on “Osteo-Path- Iks,” dressy, 
stylish, fast moving young men’s popular priced 

Give experience, age persiovey wanted 
ond fell selerences. Allentiplegel See Bais. 
Co., Belgium, Wis. 


a SHOE SALESMEN—You can 


make expenses 
selling FAIRYFOOT Heel Grips to er 
Write for pocket comple and special pro 
tion. State fersteny, neg ®  capeeaed TS egg 7223 
S. Wabash Ave., cago. 


SALESMAN for ‘Pena vania and New Jersey. 
Line—Children’s isses’ Turns and 

Stitchdowns, Commission basis. ag “ag The 

Kepener-Scott Shoe Co., Orwigsburg, P. 


WANTED—Salesman with established trade 
to represent us in Illinois. Line consists 
of fast selling women’s novelty McKay’s, priced 
at $3.50 to $4.50. Liberal commissions and 
wonderful proposition for men of proven ability. 








References must accompany application, other- 
ier HU-STILE 


wise will not be considered. S Ss, 
INC., 1330 Washington Ave., St. Louis, Mo. 








Awaba mea 4 _ 
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SALESMEN WANTED 


POSITION WANTED 


WANTED TO PURCHASE 





SALESMEN WANTED—Young men with 
successful records who have cars; one for 
New York State and another for Southern 
New England (including Boston). Forty-four 
styles, yg very strong line of men’s 
fine shoes, in in New York City. We pay 
traveling expenses and liberal commission. Ad- 
dress NUNN-BUSH SHOE COMPANY, 144 
Duane St., New York City, N. Y. 


SALESMEN WANTED—To carry a complete 
snappy line of infants’ and misses’ shoes. 
Pennsylvania and nearby territory open. Can 
be carried as side line. Apply by letter to 
H. HEICKLEN, 421 Market St., Philadelphia, 
Pa. 


SALESMEN WANTED—To carry men’s line, 
twenty-six shoes, in stock, imported and 
domestic calf skins, calf lined, at $3.40, and 
Armour’s Ivory Kips at $2.75, terms 4%, 15 
days, net 30, straight commission basis, 6% in 
conjunction with women’s or misses’ line in 
following territories: (1) Colorado, (2) Kansas 
and Missouri, (3) Louisiana, (4) Mississippi 
and Alabama, (5) North Carolina. Write, giv- 
ing full details in first letter. DOVER SHOE 
CO., Dover, N. 


EXPERIENCED SALESMAN —To carry 
popular priced Women’s Novelties, stock 
proposition for the following territories: Coal 
Regions Pennsylvania, Kentucky, Indiana, Ten- 
nessee and Alabama. ident salesmen pre- 
ferred. Address C-618, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 


SALESMEN WANTED —Liberal expenses and 
drawing account for man with following in 
territory. The following territories are open: 
Southern Iowa, Missouri, Southern Wisconsin, 
Arkansas, Louisiana, Texas, New York City, 
New York State, Eastern Pennsylvania, Cail. 
fornia, State of Washi . Oregon, Utah, 
Nevada, and Wyoming. he line is the well- 
known Kinder-Garten children’s Welts and Stitch- 
downs. It is nationally advertised. It is carried 
in stock. It has had for 20 years, the reputation 
of being the longest wearing line of shoes on 
the market. Write full qualifications and refer- 
ences in first letter. Address C-622, care Boot 
and Shoe Recorder, 207 South St., Boston, Mass. 




















LINE WANTED 








LINES WANTED 


Volume lines by live salesman 
close to all volume-buying mail 
order houses, chain stores, fobbers 
and syndicated organizations. 


Headquarters-—Chicago 


Especially interested in novelty 
McKays, Stitch downs, Felts and 
satin slippers. 


Have Sub-salesmen. 


If you have a real proposition which 
will be acceptable to the big oper- 
ator address C-621, care Boot and 
Shoe Recorder, 189 W. Madison St., 
Chicago, Ili. 











WANTED—A line of Misses’ and Children’s 
Turns of ades for the states of 
Texas, Oklahoma, and Louisiana. Address C- 
617, care Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 


WELL Established Custom Shoemaker wants 
to hear from a reliable Shoe Factory. 

that is equipped to make up single pairs in 
men’s and women’s fine shoes to individual 
orders as selected from samples. No cripple 
work. Will furnish lasts with most orders. 
Best of references on uest. STEPHEN L. 
LAKATOS, 226 Diamond St., Pittsburgh, Pa. 











POSITION WANTED 


WE ARE acquainted with a very high grade, 

intelligent and able shoe man w hon- 
esty and integrity are unquestioned, who 
open for a position as buyer of a first class, 
big city department store. If any such store 
is in need of such a man and will get in 
touch with us we will be glad to sw 
ther details. The Roth S Mfg. 
cinnati, i 





.» Cin- 


OSITION WANTED—SHOE MAN WITH 

EXPERIENCE of Retail Store Management 
and executive work of shoe manufacturing wishes 
to connect as buyer and manager of a Shoe 
Store or a shoe department of a Department 
Store. Now employed. Address C-619, care 
ae and Shoe Recorder, 207 South St., Boston, 
Mass. 








FOR RENT 





Two shoe departments for rent. One hun- 
dred r cent locations. One located in 
Albany, New York, and the other in Troy, New 
York. Unusual opportunity for women’s shoe 
departments featuring a one-price line at six, 
seven or eight dollars. Department can be 
taken over rch 1. Nominal rental. Ad- 
dress a *S, 63 North Pearl St., Albany, 
ew 





CASH PAID 


for entire shoe stocks or 
of shoes or other 
quantity. Prompt attention given. 


KIRSCH-BLACHER CO., Inc 


us stooks 
any 


€22-44 Broadway, New Yerk, H. Y. 
Phone Spring 1443 














Sell Us Your Left Over 


New Yorn Export Purcnasinc Corp. 


596 Broadway, N. Y. City 


Or Entire Stock for Cash 





ALBANY, N. Y. 


Ideal Location for Shoe Store 
Building To-let 


In the heart of the shoe district of 
Albany, New York. Dimensions 
18x73’. Finecellar. Annual rental 
$5500. Two flats above store bring- 
ing about $1000, making store rental 
$4500. Over $1,250,000 retail shoe 
business is done annually within 
two blocks. Available May 1. Fur- 
ther information from Many Lin- 
colin, 88 South Pearl St., Albary, 
N. Y. 











ADIES’ Shoe Department. Best corner in 

Providence, R. I. Main floor, two Traver- 
tine background windows. Apply BEDELL, 
200 Fifth Ave., New York, N. Y. 





PPORTUNITIES IN ERIE. Payrolls in 
Erie materially increased in 1926. Mercan- 
tile conditions sound. I have 100% location 
for shoe line at a rent which is entirely reason- 
— Me C. CUNNINGHAM, 704 Palace Bidg., 
rie, Pa. 








FOR SALE 


LD ESTABLISHED shoe business for sale 
in Toledo, Ohio, doing $45,000 annually. 
Will Sacrifice. Address C-529, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 








FOR SALE—Shoe and Hosiery Departments, 
well established in Toledo, Ohio. Excellent 


location on main floor. — le fixtures. 
y ou 


Doing good business. Ow tside opera- 
tor who must sell on account of other interests. 
Can be bought with or without stock. Address 
C-586, care Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 





FOR SALE—Old established shoe store in 
Michigan town of 35,000. Low inventory. 
Address C-616, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 





UBBER heels, 100,000 pairs men’s, boys’, 
ladies’; lar assortment. Will sacrifice. 
a. nel , 128 Myrtle Ave., Brooklyn, 








WANTED TO PURCHASE 




















MERCHANT NEEDS 





f.. the Dealer 

Improved Featherweight 
ICE-CREEPER 

comes. Retails 


Pees 


Money 
Maker 


URCHILL MFG. CO. 
278 Thorndike Stree 
Lowell, Mass. 


USTastisHtO 1890 


LABELS 


and 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


3 OT Ww wey Lis 
23-271 LEXINGTON AVE , BRODKLYN. NY 


AMERICA'S GREATEST 
SHOE CARTON & LABEL MFCS 


SHOE 
7 N=) 


The DISTINCTIVE and 
PERMANENT MARK 


F.H.KLUGE 
WEAVING CO. 


SOW 34°F St. W.Y.C 
folah ams Ab) OLR) B-20) ol toi ©) 
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STORE SUPPLIES 
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Do You Need New Fitting Stools? 










































— 









This one, and the other one we make, are 
without parallel for strength, comfort and 
convenience. 





Stools Are Priced from $4.00 Up. 


We manufacture 
wo Show Window 
Display Fixtures, 
Shoe Fitting 
Mirrors, Folding 
- Shoe Chairs, etc. 


Manufacturers for 47 Years 
Of interest to the Window Dresser 
ASK FOR DESIGN BOOK A-11 
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Information for 
Shoe Merchants 


The advertising pages of the 
Boot and Shoe Recorder consti- 
tute an almost inexhaustible 
source of information as to where 
and what to buy. They are 


worthy of your closest attention. 














Working with Merchants on 
New Advertising Campaign 


Boston — Publicity of a decidedly 
novel character for a manufacturer of 
a component part of a shoe has been 
announced by Barbour Welting Co. 


An intensive campaign in 40 leading 
newspapers in 35 principal cities of 
the United States, with a combined 
circulation of about eight million 
readers was instituted on Jan. 21, 1927. 
The publicity takes the form of a 
spread of 10 inches on three columns, 
and appears simultaneously in these 
40 leading newspapers on January 21 
and 28 and Feb. 4 and 11. 


It is somewhat of a novelty to see a 
concern making one single component 
part of a shoe stimulate its business 
by publicity in this form. It is con- 
sidered that January and February 
are the peak months for the sale of 
shoes made with stormwelt, and it is 
reasonable to suppose that this cam- 
paign will develop a volume of busi- 
ness to retailers everywhere within the 
field of these metropolitan newspapers. 








STORE SUPPLIES 








Milbradt 
Ladders 


made for 40 years 
by the original in- 
ventors. 

Made in all styles 


to suit any shelving 
condition. 


es 
Pi 
nat 


ppl 
Pa 
LE 


23 


f 





\- 
——— = Get our price before 
aoe [| placing your order 
§) i 
——— Milbradt 
te is Manufacturing Co. 


\\ 
\ | 
\ 


ee, 42416 No. 10th Street 
a ST. LOUIS, MO. 



















: b A 
WINDOW 


IDISPLAY FIXTURES. 


ISEGALLé SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


| ARE BUSINESS GETTERS | 
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MERCHANT NEEDS 








THE CORRECT STANDARD 
SIZE STICK 


“VARNUM” 


(Trade Mark Reg. U. S. Pat. Off.) 
The original and foundation size 
stick on which all shoes were first 
measured and lasted. 

MOST ACCURATE 
AND POPULAR 
SIZE STICK TODAY 


Marked with stand- 
ard American, 
French and English 
measures. Three 
styles — 1 — 2 — 3. 
Made of best qual- 
ity maple wood, 
nickel plated trim- 
mings. 


RETAIL SHOE 
STORES USE 
No. 3 


$1.50 Each 


Be sure it is a “Varnum” for most 
accurate and simple measuring. 


F. W. Whitcher Co., Mfrs. 


Boston, Mass. Chicago, Ill. 












“MANCHESTER” 


(Trade Mark Reg. U. 8S. Pat. Off.) 


CURVED JAW NIPPER 
Just the Tool for That Tack 


The only nipper 
made which is just 
the right shape to cut 
out tacks on the inside 


of shoes. 


“Manchester” 
Trade a a vu. 6. 





aippers are made of 
high-grade tool steel, 
nickel plated, with a 
curved jaw that en- 
ables you to cut the 
tacks close to the in- 
sole. 


Be sure and specify 
Genuine 
“MANCHESTER” 


curved jaw when or- 
dering. - 
Write us direct if 
your dealer cannot 
supply you. 

Price, $4.00 


Frank W. Whitcher Co. 


Patentees and Manufacturers 


Boston, Mass. fer Wu tebe te. 
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| Start the New Year Right 


and Get 100% Value 
from 
Your Display Windows 
) in 
1927 
with the 


NEW 
IMPROVED 


RECORDER 
SHOW CARD SERVICE 


Orders Mailed Now Start with January Cards 


4 BEAUTIFULLY EMBOSSED ART 
LEATHER FRAMES (like above) 


8 CARD anid. EACH MONTH $ Y0 py mon th 


50 BLANK PRICE TICKETS 






Double Service: 6 Frames and 12 Cards per Month - - $4.00 Per Month 





~ ' ALSO 
{ 
COUPON THE RECORDER STOCK RECORD BOOK 
Recorder Show Card Service, 
Room 607. 169 West Madison St., FOR COMPLETE AND ACCURATE 
Please enter our order for the STOCK RECORD KEEPING 
RECORDER SHOW CARD —_— 
to Bay Jou $5.00 ‘per month for this {° Mailed Postpaid on Receipt of 
pea Your Check 


We carry Men’s, Women’s and Chil- 
dren’s Shoes and Hosiery. 


(Cross out lines not carried). $ 
We prefer the (Grey) (Bronze) Mat 50 
board frames. 

i omen 


Letter our name on the mats as per 
copy attached to this coupon. 


lig pat SE 8h" >, ee bee THE RECORDER SHOW CARD SERVICE 
189 W. Madison St., Chicago, Illinois 
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The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only “more” but “right”; sold 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

shoe merchants. The chief purpose of THe Boot anv SHoz Recorper 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and 
leather, their production and distribution. 


In this Issue— 


MAKING MEN Buy More PAIRS 
Chairman of Manufacturers’ Com- 
mittee Tells of Big ee 
Planned to Persuade the Males of 
the Country to Buy More Foot- 
wear. 


WHAT TO EMPHASIZE TO MEN By Jesse Adler 


Points to be Stressed by the Re- 
tail Merchant in “Gingering Up” 
His Men’s Business 
THE VOICE OF THE RECORDER Opinions of the Editor 
MERCHANTS FROM FiIvE STATES 
Form BiG ASSOCIATION 
News of the Washington, D. C., 
Convention at Which the Middle 
Atlantic Shoe Retailers’ Associa- 
tion Was Organized 


By Recorder Staff Correspondent 


An Eight-Page Pictorial 
By A. E. Edgar 


WuatT MERCHANTS HAVE BOUGHT .. 


IDEAS FOR SPRING WINDOWS 
Things You Can Do to Dress 
Your Displays When the New 
Shoes Come 3 


SHOE MERCHANTS’ NEWS What’s Doing in the Trade... 


SHoE MARKET NEws ‘Among the Manufacturers .... 


WHo’s WHO ON THE Roap What the Travelers Are Doing. 


Wuat Is SELLING - By Staff Correspondents 


OTHER REGULAR FEATURES 





GETTING MORE 
SHOES SOLD RIGHT 





THE BooT AND SHOE RECORDER PUBLISHING Co. 
207 SouTH STREET, BOSTON, MAss. 


EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT GEORGE W. R. HILL 
Vice-President 


Treasurer 
H. WALTER SCOTT B. C. BOWEN 
Vice-President 


Vice-President 
A Sf D. ANDERSON 


etary 
Directors of the corporation, in addition to 
the above-named officers, are as follows: 
zs H. FuRBER Hucu M. Bowen 


A. C. PEARSON 
R. D. NorTHROP 


OweEN A. THOMAS 








SUBSORIPTION RATES 
The subscription price of the Boor awp SHop be aay is $3.00 for one year in advance, which 
includes postage in the United States, its ee Canada, Mexico, Spain and its colonies 
and South America (excepting esuela and the Guianas which is $6.) 
FOREIGN SUBSCRIPTION—The —, Ly Fl Fy countries except the above is $6.00 per 


All subscriptions are payable in wy: Ba Single copies 25 cents. 
h of lease ve us the old as well as the new address, 


When writing about 
and please give us three Ht . notice before the change is 4 








Entered as second-class matter Sept. 19, 1925, _- i oe at New York, N. Y., under the Act of 
Member of the Audit Bureau of Circulations 
Member, Associated Business Papers, Inc. 
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A buying guide to 


BOOTS AND SHOES 


Arch Aid Shoe Co., Rochester, N. Y 
Artistic Shoe Co., Brooklyn, N. Y 


Berry, A. H., Shoe Co., Portland, Me 
oe & a Slipper Co., Inc., Brooklyn, 


Blog Shoe Co. New York City 
Brockton Co-operative Boot and Shoe Co, 60 


Capezio, New York City 


Clapp, Edwin, & Sons, Inc., E. Weymouth, 
Mass. 


Cohen, Samuel, Shoe Co., Boston 
Commonwealth Shoe & Leather Co., Whit- 
Mass. 


Duane Shoe Co., New York City 


Edwards, J., & Co., Philadelphia...4th Cover 

Elam, F. 8., Shoe Co., Rochester, N. Y... 61 

Endicott-Johnson Corp., Endicott, N. Y... 8-9 

Excelsior Shee Co., Portsmouth, Ohio 

Friedman-Shelby, Branch I. 8S. Co., 

uis, M 

Gallant, Lewis B 

Goodrich, B. F., Rubber Co., Akron, Ohio 4 

Greeley, A. W., & Co., Haverhill, Mass... 58 

Hamilton Brown Shoe Co., St. Louis, Mo. 
Front Cover 

Huntington Shoe & Leather Co., Hunting- 


ton, Ind. 
Kozy Komfort Shoe Mfg. Co., Milwaukee, 
Lape & Adler Co., Columbus, Ohio 


Lilly, Henry, New York City 


Lyons & Company, New York City 


Mayer, F., Shoe Co., Milwaukee, Wis 


McGovern-Bringardner Shoe Co., Logan, 
Ohi 3rd Cover 


Metropolitan Slipper Co., New York City 63 


Mitchell Welch Shoe Co., Lynn, Mass.... 19 


. 


Nettleton, A. E. Co., Syracuse, N. Y 


Novelty Slipper Co., New York City 


Reynolds, Bion F., Brockton, Mass 

Richards & Brennan Co., Randolph, Mass. 60 

- & Rosenberg Shoe Co., Philadelphia, 
62-63 
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our Advertisers in this Issue 


Schwartz & Herder, Inc., Philadelphia, Pa. 
Sinbac, Chicago, Ill 


Smith, Wm. Sumner, Chicago, Ill 


United States Rubber Co., New York City 26 


Vaughan-Towle Co., Lynn, Mass 


Weimer, Wright & Watkin Co., Phila., Pa 52 
Weiser Albert H., Co., Milwaukee, 


LEATHER AND OTHER MATERIALS 
Armstrong Cork Co. Lancaster, Pa 
Bezces & Cobb Co., Boston 
Creese & Cook Co., Boston 
Evans, John R., Co., Camden, N. J 
Hale, Alfred, Rubber Co., Atlantic Mass. . 
Levor G., & Co., Gloversville, N. Y 
New Castle Leather Co., New York City.. 
Seton Leather Co., Newark, N. J 
Thayer-Foss Co., Boston 


United States Leather Co., New York City 14 


West Virginia Pulp and Paper Co., New 
York City 


FINDINGS AND SHOE STORE SUPPLIES 


Adler Jones Co., Chicago, Ill 
Ambercor Corp., New York City 
American Seating Co., Chicago, Ill 


Churchill Mfg. Co., Lowell, Mass 





Crystal Fixture Co., Chicago, III 


Goodwin, C. L., & Co., Ine., Worcester, 
Mass. 


Jefferson Import Co., New York City 


Kawneer Co., Niles, Mich 


Mazer Brothers New York City 
Mayer Arch Support Co., Milwaukee, Wis. . 
Milbradt Mfg. Co., St. Louis, Mo 


F. E., Bros. Co., The, Ashland, 


Onken Oscar, Co., Cincinnati, Ohio 


Reynolds Co., The, Providence, R. I 


Schack Artificial Flower Co., Chicago, Ill. 48 
Segall & Co., Philadelphia, Pa 


Vanity Novelty Works, Brooklyn, N. Y... 46 


Whitcher, Frank W., Co., Boston 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 


DRESSINGS, ETC. 
Nu-Shine Co., The, Reidsville, N. C 


United Shoe Machinery Corp., Boston.12, 20, 72 


MISCELLANEOUS 
Atlantic Printing Co., Boston 
Boot and Shoe Workers Union, Boston.... 
Glauberg, Max, New York City 


Kirsch-Blacher Co., Inc., New York City.. 
Kluge, E. H., Weaving Co., New York City 


Meyer, Frank C., Co., Inc., Brooklyn N. Y. 


Neh Cite Expert Purchasing Corp. 


Seaver-Howland Press, Boston 
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Next Week 


you will find 


in the 


Boot and Shoe 
Recorder 


HE first of a series of eight- 

page sections devoted entirely to 
merchandising footwear properly— 
and at a regular profit. Style we 
have a-plenty, and now for some real 
ideas on how to merchandise these 
styles. 


NCLUDED will be such features 

as Other People’s Ideas, material 
dug up in stores all over the coun- 
try by the RECORDER field editor; an 
illuminating article on the merchan- 
dising of buckles, and many other 
features. 


A new departure in shoe trade 
journalism. 


And, as always, our regularly 


established features. 
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